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Welcome to
Arrive guidelines!

This is our new brand, and as a
brand-new brand, it needs us to
protect it.

The visual identity and tone of voice
guidelines allow for flexibility in its
applications, however, keeping
consistency will help us build
recognition and trust with everyone
who interacts with our brand.

Welcome to the Arrive guidelines,
now go and explore :)
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This icon means This button will take This button will
the page contains you to the section’s take you back
clickable sections. key learnings. to the index.
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Introduction

Cities and metropolitan areas are, by virtue of their  However, a different view emerges when we see
buzz and compactness, inherently chaotic, erratic them from the air — there is a lot of order to what
and daunting. seems like chaos at first.




Introduction

There is a high degree of engineered systems and This is seen in everything from the planning of city
geometry that underpins urban planning and how infrastructure to the design of parking ecosystems —
people move smoothly through cities. all areas in mobility that Newco is deeply involved in.
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Introduction

Central to all of this is positive urban energy — the
pulsing flow of humanity, traffic and mobility that
weaves and bends through cities. Dynamic arteries
that come alive, constantly bending, twisting and
turning.




Introduction

Our design concept draws inspiration
from the geometry of cities — roads,
city blocks, and the positive urban
energy of flowing people and traffic.



Introduction

It reflects both the macro and micro
perspectives of a city — where zooming
out offers a control tower view
overseeing the bigger picture, while
zooming in brings us to street level,
closer to the pulse, movement, and
everyday interactions.
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The brand sgmbol is msplred bg the North Star — a tlmeless AR
‘guide that has led travelers to their destinationfor
centunes S|mple yeti iconic, it represents clarltg, direction,
“and purpose Like the North Star, it serves asa steadg pomt_ b
| of reference, guiding us with a sense nse of opt|m|sm towarda
brlghter future and better cities — helplng us arrlve where
we’re meant to be. ‘




Overview Together, the logotype, wordmark, symbol, and star form our system of marks, each
with a defined usage hierarchy. The logotype is used most frequently, followed by
the symbol. The wordmark and star are reserved for special applications where a
more expressive or creative approach to branding is desired.

Common applications Special applications

Logotype Wordmark

Used most often Used as part of a typographic composition accompanied by the star
Symbol Star

Used often Used for subtle branding where context is clear with or without the wordmark

+

./.



Elements Logotype Our main brand identifier is the logotype, which combines the wordmark with the
star symbol. It's the preferred mark for most situations, particularly when
introducing the brand to new audiences.

Arrive




Elements Logotype construction The wordmark and star have been carefully composed to form the logotype. The
star is sized at 5/6 of the wordmark’s x-height. Each arm of the star is 1/4 the
thickness of the lowercase “i” stem. Do not alter this construction.

3x




Elements Symbol The symbol is used as an expressive element, typically when the brand context is
already clear or space is limited. It works especially well in digital settings that call
for a more compact visual mark.




Elements

Symbol construction

3x

The expressive A and star have been carefully composed to form the symbol. The
letter “A” and the star retain the same size relationship as in the primary logotype.
Do not alter this construction.

2%




Elements Wordmark The wordmark is intended to be used within a typographic composition,
accompanied by the star as part of the layout. It should never appear on its own or
be used as a replacement for the logotype.

Arrive




Elements

Wordmark construction

2(5

~

3/5

Center

The wordmark is set in our proprietary typeface, Optimism Sans, featuring a
custom-designed capital A. Its spacing has been carefully adjusted to ensure
consistency and legibility. Do not alter this construction.



Elements Wordmark construction The wordmark is set in our proprietary typeface, Optimism Sans, featuring a
custom-designed capital A. Its spacing has been carefully adjusted to ensure
consistency and legibility. Do not alter this construction.

3 175 175 135 -075




Elements Star The star is used for subtle branding in contexts where the brand is recognizable,
with or without the wordmark.




Elements Star construction The star has been carefully constructed to match the wordmark. Do not alter this
construction.

20




Scaling The logo and identity elements are built to hold their shape at any size—whether
scaled up or down. Use them thoughtfully based on the audience, tone, and
purpose of the communication. Larger sizes feel bold and confident, while smaller
ones offer a more understated presence.

20 Arrive”
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Scaling There is no limit at large scale, but exercise caution at smaller sizes. Follow the
minimum size requirements when using the logo and symbol at small scales.

H

Arrive |

Print minimum size Digital minimum size Print minimum size Digital minimum size
H 6mm H 20px H 7mm H 24px



Clearspace Logotype The clearspace around the logotype should be no less than half of its height. This
guideline applies to general print use. For digital applications or when the logotype
is used expressively at large sizes, ensure adequate breathing space and adjust
according to context.




Clearspace Symbol The clear space around the symbol should be no less than a third of its height. This
guideline applies to general print use. For digital applications or when the symbol is
used expressively at large sizes, ensure adequate breathing space and adjust
according to context.




Placement Depending on its placement, the elements can serve a different purpose in a
composition.

For more informative communication, use corner placements, For expressive moments, opt for centered placements.



Clearspace Informative Depending on its placement, the elements can serve a different purpose in a
composition.

Top left Top right Bottom left Bottom right



Clearspace Expressive Depending on its placement, the elements can serve a different purpose in a
composition.

Center left Middle Center right



Clearspace Maximum impact For maximum impact, use the logotype spanning the full width of the layout,
positioned either at the top or bottom.

Bottom full width Top full width



Color Primary pairings The following color combinations are allowed for the logotype elements (logotype,
symbol, wordmark, star).

Arrive”

Arrive”

Background: White Background: Off-White
Logotype: P1 Logotype: P1



Primary pairings The following color combinations are allowed for the logotype elements (logotype,
symbol, wordmark, star).




Primary pairings The following color combinations are allowed for the logotype elements (logotype,
symbol, wordmark, star).

- Arrive”

Background: P1 Background: P1
Logotype: P4 Logotype: P3




Color Secondary pairings The following color combinations are allowed for the logotype elements (logotype,
symbol, wordmark, star).

Background: White Background: Off-White Background: White Background: Off-White
Logotype: P4 Logotype: P4 Logotype: P3 Logotype: P3



Secondary pairings The following color combinations are allowed for the logotype elements (logotype,
symbol, wordmark, star).

Arrive” Arrive” | Arrive” | Arrive”

Background: P4 Background: P4 Background: P3 Background: P3
Logotype: White Logotype: Off-White Logotype: White Logotype: Off-White




Color Image backgrounds We incorporate blue hues inspired by clear, bright skies to evoke a sense of uplifting
optimism in our brand imagery. The interplay of pink and blue subtly symbolizes the
merging heritages of Flowbird and EasyPark. In these contexts, using white logos is
generally recommended.




Takeaways Arrive’

+ The primary logotype color is purple. However,
other options are available depending on the
application.

# The logotype will mostly be used in its
complete form of wordmark and star symbol,
however we can use the expressive symbol or
only star in certain situations.

+ Wordmark only should be avoided.
* Follow the recommended colour

combinations for use with imagery and other
backgrounds.




02 Color palette
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Color palette Main brand palette Our core brand palette features a vibrant mix of pinks and purples, offering strong
contrast and visual impact.

P3 P4 Off-White White
#5FO16F #FF33BB HEX #FF80D4 HEX #FFADE4 HEX H#HFIF5F4 HEX HFFFFFF
9511 255 51187 RGB 255128 212 RGB 255173 228 RGB 249 245 244 RGB 255 2565 265
3515 C/U 813 C/U PMS 237CJU PMS 250 C/U PMS Warm Gray 1C/U PMS -

65100015 58500 CMYK 45000 CMYK 42500 CMYK 2230 CMYK 0000




Color palette Digital expanded palette Our digital palette is expanded to meet higher usability standards. These tints are
primarily intended for use in our website, app, and CRM. For brand-focused
communications, stick to the more limited core brand palette

800 / P1

In main brand palette

500 / P2 400/ P3

In main brand palette In main brand palette

#38003D
56 0 61

#5FO16F #8704AF
9511 1354175

#C828C5 #FF33BB HEX #FF80D4
200 40197 255 51187 RGB 255128 212

300/ P4 200 100
In main brand palette

HEX #FFADE4 HEX #FFC/EC HEX #FFESF7
RGB 255173 228 RGB 255 199 236 RGB 255 229 247



Color palette

#000000
000
HEX #ABATAO

RGB 166 161160

300

HEX

RGB

Digital expanded palette

#201E1D
323029

200

#C3BDBC HEX
195 189 188 RGB

#383433
56 52 51

#E3DFDD
227 223 221

Our digital palette is expanded to meet higher usability standards. These tints are
primarily intended for use in our website, app, and CRM. For brand-focused

communications, stick to the more limited core brand palette

#545050
84 80 80

100 / Off-White

In main brand palette

HEX H#FIOF5F4
RGB 249 245 244

HEX #716C6A
RGB 113 108 106

White

In main brand palette

HEX #FFFFFF
RGB 255 2552565

#8D8786
141135134




Color palette Accessibility Our color system is designed with accessibility in mind, ensuring sufficient contrast
and readability across all touchpoints. We offer a range of combinations that
balance usability with brand expression, supporting an inclusive and consistent
experience.

WL H

White + P1 Off-White + P1 P4 + P1 P3 + P1 P1+ P4 P1+P3

P1+ P2



Color parings Pairing colors effectively requires careful consideration. Always take into account

the context, content, and audience when choosing color values.

Together,
we make
cities more
livable.

Arrive”

Background Foreground Composition

For the base of the composition For typography and identity Combining elements together
elements*



Color parings Primary Color Pairings These primary color pairings are used across most applications. Choose the
combination that best fits your needs, from subtle tones to bold, expressive
contrasts.

White + P1 Off-White + P1 P4 + P1 P3 + P1 P1+ P4 P1+P3

P1+ P2

Don't use this pairing for
the logotype



Color parings Secondary Color Pairings These secondary color pairings are allowed for Non-digital applications only —
such as merchandise, events, and other non-accessibility-critical contexts—
adding depth and versatility to our visual identity.

White + P4 Off-White + P4 White + P3 Off-White or White + P3 P4 + White P4 + Off-White
Be Aware, low contrast Be Aware, low contrast Be Aware, low contrast
readeability readeability readeability

P3 + White P3 + Off-White P4 + P2

Don't use this pairing for
the logotype



Color parings Image + Color Pairings

The following colors may be used over image backgrounds, where legibility and
contrast are maintained.

Image + White Image + Off-White Image + P1 Image + P3 Image + P2
Don't use this pairing for
the logotype



Logotype We incorporate blue hues as part of the cloudless, bright skies that play a big role
to evoke uplifting optimism in our brand imagery, and the interplay of pink and
blue in these visuals serve as a subtle metaphor for the heritages of both Flowbird

and Easypark coming together. The use of white logos is generally recommended
in such cases.
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M Make
space

for life.
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Takeaways

Arrive”

Always take into account the context,
content, and audience when choosing color
values.

Ensure text optimal readeability with WCAG
recommendations.

The color blue its not a color we can use on
text or shapes, will be only reflected on the
images.

Check expanded possibilities for the digital
use of our colours when facing challenges
on web, UX or CRM.
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Optimism Sans
DM Sans
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Typography Our main typography is called Optimism Sans.
Optimism Sans its a font created specifically for the brand and its one of the main
actors of our identity together with colour and imageruy.

This font is way more complex and flexible than a standard typography, most of its

characters have alternatives shapes which helps us to be flexible when setting up
a tone of voice in our communications.

ptimism Sans




Typography Optimism Sans base form is the standard form of the font.
It has been created to facilitate maximum readability and due to that will
be the main choice for functional communication where the information
has to be clear and direct.

Aa Bb Cc Dd Ee Ff Gg Hh i
Jg Kk LI Mm Nn Oo Pp Qg Rr
Ss Tt Uu Vv Ww Xx Yy 2z O

1 2 3 4 5 6 7 8 9



Typography When changing the base form to the alternative characters, font gets
a much more expressive and memorable presence.
We tune up to this expresiveness when we need to be more attractive
and approacheable.

Expressive Flowy
Quirky Distinctive



Typography Only select letters have an expressive form, and the full set is detailed

below. These are designed to be used in tandem with the ‘base form’
letters in order to ensure that we always strike the right tonality
depending on audience, environment and sender.

Aa Bb ( d Ee Fff g H
Kk Mm Nn Po Qq Rr
Tt u W Ww Xx Yy Lz

2 3 4 5 6 717 8 9



Typography

Expresiveness

Our expressive glyphs evoke the feeling of flowing roads and mobility — designed to
be distinctive, but still fit in seamlessly with the more buttoned-up base forms when
applied. They will be used selectively in small amounts in order to ensure that we
strike a balance between being expressive and mature/serious.

Nn s




Typography Expresiveness The full scale here illustrates how we can dial things up with just a few strategic
letter changes, while ensuring that all the executions look part of the same
coherent whole. Be mindful of what type of expressive level is suitable for your
communication.

MakeSpace  MakeSpace  Make Space
For Life For Life For Life

NEWYORK NEWYORK NEW YORK

& Y
~ Cd

More functional Middle way More expressive



Typography Expresiveness The base form in all its no-nonsense geometry, ensuring a high level of clarity and
legibility. It's mainly used for B2B & B2G Communication.

Easy Mobility

EASY MOBILITY

&

~

More functional

A 3



Typography Expresiveness Switching out one letter in a word goes a long way in adding ownability and
distinctiveness to our bespoke typeface. This particular setting walks the line and
still looks sober, though with a hint of brand personality. It can be used in a wide
range of situations where its allowed to tune up base form without going over

Easy Mobility

EASY MOBILITY

A

Middle way

A 3



A

Typography Expresiveness We can swap out more letters if we want to turn the expressiveness dial up even

more. This will be mainly use in Consumer facing situations or B2C, it can be also
useful when working with fairs, events or special campaigns where we need to
catch attention by being more “eye candy”.

Easy Mobility
EASY

MOBILITY

Y
Cd

More expressive



Typography Expresiveness

Arrive”

The future of livable
cities starts with mobility
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The type becomes a unifying hallmark of the brand, able to flex from functional
Arrive applications to expressive B2C ads that shout for consumer’s attention.
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Optimism Sans Stylistic sets Over the next few pages we will walk you through how the expressive form of
Optimism Sans can be activated through stylistic sets. They can be accessed
easily in Figma or the Adobe suite through the steps outlined below.

Accessing stylistic sets on Figma

Typography > Type settings > Details > Stylistic sets
b & ° Accessing stylistic sets on Adobe

Type > OpenType > Stylistic sets

Typography 28
Optimism Sans -
Bold N 176.47 -
Character  Paragraph OpenType
in aht etter spacing
120% [Al-1%

Figure: Default Figure

=== (TR u B x Position: Default Position
aa. 1 % [l
Alternate AV Y
Alternate C Q X
Preview Alternate EF T
Second Alternate F
Alternate BK P R
Alternate HN Z
Stylistic sets Alternate M W
Alternateabdgpqg
Alternate c e x
Alternate mn

Stylistic alternates —_

Alternate r u
Alternate k t z
Alternate v w y
Alternate germandbls
Alternate figures
Arrows

All Alternates

Set 18

Set 19

Set 20

Alternate EF T ==

Alternate M W =

|
Al ws s W el S Ul e i

Alternateabdgpq o



Optimism Sans Stylistic sets Within the ‘Stylistic sets’ tab, there'll be a setting called ‘Stylistic Alternates’.
Enabling this particular setting activates all letters with an expressive form,
resulting in a type style that is on the maximal expressive end of the scale.
You can also find the same function by activating “ All Alternates ” located at
the last position of the table

Activating ‘Stylistic alternates’

Activating ‘Stulistic alternates' e
o setting in Adobe

setting in Figma

Character Paragraph  OpenType B . Star

s Default
Figure: Default Figure -ontex Alternates
Basics Details X Position: Default Position w . ) 2 : .‘
Ordinals
Fractions
= Stylistic Sets >

transportation

Stylistic sets

Stylistic alternates _—
= [ . o ; - . o e et e o L
Activating ‘All Alternates’ setting Stylistic afternates enabled
— | o
in Adobe ®
Alternate EF T — [ Alternats A VY
Alternate C 00X
N \j S r o n U Ic
Second Alternate F
- — i
— g :E::::b":gnu .
ll"ll‘;erna-.e M “M B \f :::::: ::neﬂx ro n s o r o I o n
Alternateru
Alternateabdgpq el F :Ez::::f

Alternate germandbis
Alternate figures
Arrows

All Alternates:

5



Optimism Sans

Properties
T | Tepe Layer
¥ Transtorm

haracter

< Bullets and Mumbering

“ Type Options

TI T T T

. Alternate AVY
Alternate C QX
Alternate EF T
Second Alternate F
Alternate BKP R
Alternate H N Z
Alternate MW
Alernate abdgpg
Alternate cex
Altemate mn
Alternate ru
Alternate ktz
Alternate vy
Alternate garmandbls
Alternate figures
ATFOWS

All Alternates
Stylistic Set 18
Stylistic St 19
Stylistic Set 20

Stylistic sets

Character  Paragraph OpenType

Figure: Default Figure

Position: Default Position

aa, =t % Rkl

Alternate AV Y
Alternate C Q X
Alternate EF T
Second Alternate F
Alternate EKP R
Alternate H N Z
Alternate M W
Alternate abdgpq
Alternate c e x
Alternate m n
Alternate ru
Alternate k tz
Alternate v w y
Alternate germandbls
Alternate figures
Arrows

All Alternates
Set18

Set 19

Set 20

(144 pt) ~

Hide Options.

OpenType
All Caps
Small Caps:
Superscript
Subscript

Undeline
Strikethrough
 Ligaturas

Underline Gptions....

Strikethrough Options...

Mo Break

Every software has some small differences regarding where to find
the stylistic Sets.

> [Discretionary Ligatures]
{ Fractions
oEH Ordinal
[Swash]
[Titling Alternates]
 [Contextual Alternates]
(ANl Srall Cags]
[Slashed Zero]
Stylistic Sets
Pasitional Forms

VI

SuperscriptfSuperion
Subscriptfinferior
Numerator
Drenominator

Tabular Lining
Propertional Oldstyle
Froportional Lining
Tabular Obdstyle
 Dafault Figure Style

oo
-3

Typography
Optimism Sans -

Bold - 176.47 v

Line height Latter spacing

A 120% IAl-1%
Alignment

Alternate ANV Y

Alternate € QX =l = =1 |7 RN 8

Alternate EF T

Second Alternata F

Alternate BKP R

Alternate H N Z

Alternate MW

Alternate abdgp g

Albernate o e x

Alternate m n

Alternate ru

. Alternate kt z

Alternate v wy
Alternate germandbls:
Alternate figures
ArTaws

All Alternates

[5et 18]

[get19]

[set 20]

Note: When the button “ Stylistic sets alternate” is activated, you cannot select any specific letters, in order to do that you need to unselect " Stylistic alternates”
You can also select * All alternates ” located at the last position of the table.

Basics | Details

Stylistic sets

Stylistic alternates

Alternate EF T

Alternate MW

Aternateabdapq

s W e ) GOl



Optimism Sans

AV, Y

Details

a,b,dgpq

Details

pqeeaad
qeeddg

OO0
o1 o
[a]]
WO DO
[o]]

Alternateabdgpqg — |

Stylistic sets

C QX EEL
Basics Details E e Basics Details
Y EFTACEF £EEEE
CQX¢CCCC EEEEEQTITT
=5 _—
C,EX m, N
Details > Basics Details
exaceoeae(ific = -
ceseseeden mannnnnNn
Alternate c e x = Alternate m n =

atektz Ll 1

If we don't want to utilise all of the expressive glyphs all in one go, we have another
approach where we use specific stylistic sets — there are 12 different defined 'sets’
that users can enable based on their needs. Switching a set on activates all
expressive glyphs of the letters in that group. By grouping (and activating) letters
with similar features together, we get a more consistent look & feel.

B KPR H N, Z M, W
Details b 4 Basics  Details X Basics  Details *
- = HNZHHNNN MWWWWwW
BKPRPKRRR Shiio: it
= B9 — 7 =il

r,u k t z vV, W, y
Basics Details ¥ Basics Details b4 Basics Details »
rUifrg000U ktzkxttttzz VWYWW W
00yoo z wqgggyg
Alternate r u - %, Alternate k t z — W \ ) —

Alternate kt z — |t — —



Optimism Sans Stylistic sets Using the example of the word ‘Subway’, we can see how switching on different
stylistic sets activates different groups of letters in the word, while leaving the other
unaffected letters in their base form.

This same logic applies to words in all caps.

Default Activatesr, u Activates g, b, d, g, p, g Activates v, w, y Activates all exp. glyphs
‘U’ is present and activated ‘b" and ‘a’ are present ‘w’ and 'y’ are present
and activated and activated

Subway Subway Subway Subway Subway

Basics  Details X Basics  Details b4 Basics  Details x Basics  Details X
(UFFrO0000 abdopqeaad VWYWWwWw
e adadaqaeddg PR
uuyuu 8999 wyyyy
N/A
Alternate m n — | &/ - Alternate k t 2 — | Stylistic sets
Alternate ru — Alternateabdgpq == — Stylistic: altamates —
Alternate kt z — Alternate ce x —_ — I
o w, - : T —
— _— — |
¢ | | >

More functional Middle way More expressive



Optimism Sans

Default

Frankfurt

N/A

Stylistic sets

Activates E, F, T
'F" is present and activated

Frankfurt

Basics  Details X
EFTECEF KEEEE
EEEEEQTTTT

= o/

Using the example of the word ‘Frankfurt’, we can see how switching on different
stylistic sets activates different groups of letters in the word, while leaving the other
unaffected letters in their base form.

This same logic applies to words in all caps.

Activatesr, u
'rand ‘U’ are present
and activated

Frankfurt

Basics  Details >
fUFfrO0U0UU
Uoyuo

Alternate ru —

Alternate k t z = |ExA

Activates k, t, z
'k and 't’ are present
and activated

Frankfurt

Basics  Details X
ktzkittttzz
z
SarnEtaT i —
Alternate k t z el

Activates all exp. glyphs

Franifurt

Details X

Stylistic sets

Stylistic alternates — | v/

A 3

A

More functional

Middle way

More expressive



Optimism Sans Stylistic sets There are no concrete rules dictating which glyphs should be switched out for their
more expressive forms (when the need arises), but outlined below is a loose general
logic that can help us figure out the order in which we activate stylistic sets in a
roughly systematic way.

1. Full base-form
We always start with an all-
base-form type setting. This
allows us to figure out the best
glyphs to switch in a systematic
way.

Carpark More liveable cities

More expressive

2. First 'set’ to activate
We usually start by switching out s Detalls b jasics  Datall x
the first letter of the word. If the
first letter is one that doesn't

i avas ir 1A 1A, [ ] og ®
bl hon -l caxgeee Carpark A More livable cities

step.

Middle way

3. Second 'set’ to activate
{lf reguiredl asics  Detalls ® Jasics  Detalls ¥
The second stylistic set to be
activated can be any letter

group that is present in the title. : tzkitertzz ca rpq rk e i More Iiva ble (ities

This step can be repeated until
the desired level of P pug
expressiveness is achieved. prm— v

4. Activating dll stylistic alternates

{lf reguiredl sics Detalls * sics  Detalls *

Carpark More livable cities

choose to switch out all
Styfstic sets Stylstic sets

(possible) letters for their
expressive dlternates. This is the
most expressive form our type
can take, and can be achieved
through turning on ‘Stylistic
alternates’.

More functional

Stylistic aftarmatas s Stylistic atemnates v




Optimism Sans Stylistic sets The full scale here illustrates how we can dial things up with just a few strategic
letter changes, while ensuring that all the executions look part of the same
coherent whole.

No Stylistic sets applied Between 20-80% of sets applied 100% Stylistic sets applied

Together, Together, Together,
we make cities we make cities we make cties
more livable more livable more livable

More functional Middle way More expressive



Optimism Sans

More functional

More expressive

We can typeset our text in both sentence-case and all-caps settings. Sentence
case is used most of the time to prioritise clear communication, although all-caps
can be used occasionally in short emphasised headlines that have a maximum of

Base form sentence
case is used more here. JOINUS

Make space
for life easily. PAY EAsq




Optimism Sans We have a fallback option for our bespoke headline font for platforms such as
Google Slides which are not able to support custom typefaces that don't live on
Google Fonts. Please use Urbanist (available for download on Google Fonts) in its
extra bold weight as a fallback option in such cases.

Bespoke type for use whenever possible Fallback type for Google Suite, emailers

Together,we Together, we
make cities make cities
morelivable more livable




DM Sans Our functional body typeface, DM Sans pairs very well with our bespoke typeface,
as both share geometric characteristics.

Bespoke type DM Sans °

Makin -
cities Making cities

more more livable
livable




DM Sans DM Sans is a free Google font with a simple, geometric design, ideal for mobile
interfaces due to its readability at smaller sizes. As a variable font, it allows for
dynamic adjustments in weight and thickness, fitting various design elements like
headings, body text, or buttons.

Overview Language support

@ Og ©
Making cties
® Aa BchDdEe FIG 478 languages supported
more IIVO ble thIIJJKkLleNn Africa: 169 languages

OOPquRrSSTtU Americas: 109 languages

Asia: 74 languages
5,000+ parking operators. EasyPark Group has a UVVWWXXYQZZ Europe: 104 languages
unique market coverage with presence in over 0123456789 Oceania: 25 languages

20 countries and more than 4,000 cities.

In website In product

Welcome

Parking Dashboard
. We'll send a 6-digit code to
Get a macro-view of the verify your account.
With our award-winning app, we have been With the use of technology, we break barriers parking ecosystem and insights
helping drivers save time and money since 2001. and improve the urban life experience. We help into parking behavior.
But what we don't stop there. We build smarter, cities balance parking supply and driver dermand +46 A4 76 766 56 19

more livable cities — one parking spot at a time. - not by adding additional parking. Dash to the board
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DM Sans Stylistic sets We activate the stylistic alternates for the letters ‘a’, ’g, 'y’ and punctuations in DM
Sans whenever possible as they visually align more closely with our Optimism Sans
headlines. Figma users can go to Type settings > Details > Stylistic sets in order to
access this feature. However, for platforms such as Google Slides that lack
Opentype feature support, we settle for using the default version of DM Sans.

Default Default

Mobility Parking

Recommended Recommended

Mobility Parking

Basics Details Variable X

Stylistic sets

Alternative Punctuation —
Alternative a — ) o
Activate stylistic
z sets for alternate
Alternative —_ s oy Vaf - N EranilE
* v punctuation, ‘d’, Default Default
‘g,and’y
Alternative u —_— 9 Y ® ® ®
vy =1 Digital Easily
— [
Recommended Recommended
Vv
Vv

Digital Easily



Hierarchy

Display headlines
Newco Sans
One weight

Sub headers
Newco Sans
One weight

Lead paragraph
DM Sans
Bold

Body copy
DM Sans
Medium

Type settings

Tracking (figma): = -1% / 0%
Tracking (adobe): = -10/ 0
Leading: = 90-105%

Tracking (figma): = -1% / 0%
Tracking (adobe): = -10 / O
Leading: = 100-110%

Tracking (figma): = -1% / -3%
Tracking (adobe): = -10 / -30
Leading: = 110-135%

Tracking (figma): = -1% [/ -3%
Tracking (adobe): = -10 / -30
Leading: = 110-135%

On this page are some high-level, general typesetting principles — but please refer
to relevant documentation (e.g. Website, Newsletter etc. guidelines) for more
specific guidance. Figures are expressed in approximate ranges (eg. Tracking is
approx between -1% and -3%) in order to offer some flexibility in application.

Together, we make
cties more livable

Big cars — a new challenge for cities

Cars are getting increasingly bigger, and it affects cities. EasyPark Group has compiled research and data
that shows the rapid growth of cars and what cities can do to tackle it. EasyPark Insights helps cities make
data-driven decisions, enabling them to better manage these challenges and make cities more livable.

“Autobesity’, is a new term for an increasingly more common challenge that cities may have to confront in the
future. The term broadly describes the potential issue of cars becoming larger. Research from Transport &
Environment (T&E) shows that cars are getting 1 cm wider every 2 years. And on top of that, the SUV's are
becoming a more common sight in urban areas. While the cars continue to expand, in both width and length, the
parking spots or on-street parking on roads hasn't been dimensioned to fit the new growing car fleet.



Hierarchy

Type sizing

Minimum type size hierarchy
Each tier is = 1.5x the size of the tier below it.

L5Y

Y =15X

Together, we make
cities more livable

Big cars — a new challenge for cities

Cars are getting increasingly bigger, and it affects cities. Ea
Group has compiled research and data that shows the rapic
of cars and what cities can do to tackle it.

“Autobesity’, is a new term for an increasingly more common ¢
cities may have to confront in the future. The term broadly des
potential issue of cars becoming larger. Research from Transpi
Environment (T&E) shows that cars are getting 1 cm wider ever
on top of that, the SUV’s are becoming a more common sight il
While the cars continue to expand, in both width and length, th
spots or on-street parking on roads hasn’t been dimensioned t
growing car fleet.

We have general rules to ensure a good level of type size hierarchy for both
legibility and visual reasons. As a general rule of thumb, please ensure that each
‘typographic tier' is at least 1.5x the size of the tier below it — anything below this
ratio results in insufficient contrast between the layers of information.

Recommended type size hierarchy
Each tier is = 2x the size of the tier below it.

2Y
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Big cars — a new challenge for ci

Cars are getting increasingly bigger, and it affects cities. Ea
Group has compiled research and data that shows the rapic
of cars and what cities can do to tackle it.

“Autobesity”, is a new term for an increasingly more common ¢
cities may have to confront in the future. The term broadly des
potential issue of cars becoming larger. Research from Transp
Environment (T&E) shows that cars are getting 1 cm wider evet
on top of that, the SUV’s are becoming a more common sight il
While the cars continue to expand, in both width and length, th
spots or on-street parking on roads hasn't been dimensioned t
growing car fleet.

Example of larger type size hierarchy
Each tier is > 2x the size of the tier below it.

2.5Y

Y = 2.5X
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on top of that, the SUV’s are becoming a more common sight il
While the cars continue to expand, in both width and length, th
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Hierarchy
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Type colour
(Light backgrounds)
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We use a combination of our brand purple and black for text on light backgrounds.
Generally speaking, purple is usually used with Optimism Sans, whereas black is
usually used with DM Sans. Please refer to relevant documentation (e.g. Website,
Newsletter guidelines) for much more specific guidance for those respective
touchpoints, especially since digital touchpoints might require the use of more tints.
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Hierarchy Type colour
(Image or Dark backgrounds)

White and our brand'’s light pink are the colours used when applying text over
image or dark backgrounds. Please note that dark backgrounds should only be
used in exceptional circumstances (e.g. when dark mode is required) — otherwise
we either stick to image or light-colour backgrounds.

W Colours allowed
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cities more livable
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Big cars — a new challenge for cities

Cars are getting increasingly bigger, and it affects cities. EasyPark
Group has compiled research and data that shows the rapid growth
of cars and what cities can do to tackle it.
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Takeaways Arrive’

+ Optimism Sans is used in headlines, with
Urbanist as a fall back font. For body, we
use DM Sans.

+ To adjust the expressiveness of the
typography, use stylistic sets.

+ We use sentence case on all headlines.
Unless we have CTAs or short headlines
below 4 words or 5 characters, then all
caps is allowed.

+ Follow the text hierarchy and color
combination rules.




Arrive”
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Concept We have a highly distinctive and optimistic photography style that is defined by a
few key hallmarks:

« Our image compositions are simple, open and airy with lots of negative space

* A touch of pink is always naturally incorporated into every image

- As a brand that is optimistic about the future, our images usually feature bright,
sunny weather with warm natural light.




Concept Heavily inspired by optimistic visions of the future of mobility, our brand
photography can be grouped into 3 main categories:

1. From above Macro view imagery capturing the infrastructure of
cities from a birds eye view

2. 0On the ground Mid-range imagery showcasing urban life and services
on a street-level view

3. Close up Micro view imagery depicting portraits of people and
mobile devices in the city

1. From above imagery 2. On the ground imagery 3. Close-up imagery

/ / _/'/. ,:
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~

Macro view Mid-range view Micro view
City scale User scale



Image style From above  ‘From above’ photography refers to aerial images that highlight the geometry
and mobility infrastructure of cities and urban areas.
 They are usually shot from overhead angles to show macro views.
+ Depicts buildings, people, carparks, cars, public transportation, streets etc.




Image style From above - We have a few general art direction guidelines that ensure that our
photography always possesses a uniquely Arrive DNA that stands out from the
sea of generic imagery used by our competitors

« The most important guide is to always ensure that our image compositions are
simple, open and airy with lots of negative space, in order to not feel cluttered or
claustrophobic.

1. Angle is always from above
Our ‘from above' imagery should always
be shot from a high vantage point; direct
overhead images are preferred as they
show the geometry of the city, but aerials
that are shot at an angle are also fully
acceptable.

2. Flexibility to the level of zoom
We have some flexibility when it comes to
the zoom-magnitude of our angle, as seen
in the examples where a carpark is
depicted at different scales.

3. Focus on motion and activity
We try to ensure that there is always
some motion or activity in our images, be
it through motion blurs, capturing people
in an active state, or filling a space with
cars and objects so that it doesn't feel too
empty. However, balance is key — we still
need to ensure the overall composition is
clean, airy and not overly busy or hectic.




Image style From above

4. Introduce pink whenever possible
As a brand most known for its pink
colour, we try our best to add a
touch of pink to our images in a
natural wauy.

Pink backgrounds

Depending on the image context, we
can either add pink through a light
source (e.g. pink-ish sunrise or
sunset lighting), an element (e.g.
colouring a car or roof pink), or add
a pale pink background to locations
like concrete flooring.

T
i ([

Always choose the option that feels
most natural for the subject matter.

5. Sunny weather with bright sunlight
Actual skies aren’t depicted in this
image category since we're
constantly looking downwards on
the terrain, but we try to envelop the ‘
buildings and streets in a warm
sunlight in order to evoke an uplifting “
air of optimism.




Image style On the ground

“‘On the Ground” photography captures urban life from a street-level
perspective.

» Focuses on people, vehicles, streets, and public transportation.

+ People are usually depicted at full-body scale.

Highlights both dynamic motion and calm, minimal compositions.




Image style On the ground - We have a few general art direction guidelines that ensure that our
photography always possesses a uniquely Arrive DNA that stands out from the
sea of generic imagery used by our competitors

« The most important guide is to always ensure that our image compositions are
simple, open and airy with lots of negative space, in order to not feel cluttered or
claustrophobic.

1. Angle is always from the ground

2. Focus on motion and activity

3. Human-centric storytelling




Image style On the ground

4. Introduce pink whenever possible
As a brand most known for its pink
colour, we try our best to add a touch
of pink to our images.

Depending on the image context, we
can either add pink through a light
source (e.g. pink-ish sunrise or sunset
lighting), a motion streak (e.g. the pink
blur of mobility), or an element (e.g. a
pink bus or tram)

Always choose the option that feels
most natural for the subject matter.

5. Sunny weather with bright sunlight
Our “on the ground’” images prioritize
bright, sunny weather with warm
natural light. This creates an
atmosphere of optimism, highlighting
city life under vibrant skies and
emphasizing the clean, calm Newco
aesthetic.




Image style Close up

“Close-Up” photography captures intimate details and moments.
Focuses on people's faces, hands, and expressions.

Creates a personal connection through eye-level angles.

This style will be the main one when talking about brand products.




Image style

1. Angle from a Personal Viewpoint:
Close-up shots should be captured at
eye-level or slightly below to create an
immersive, personal connection with the
subject. This angle allows the viewer to
feel as though they are experiencing the
moment firsthand.

2. Focus on Detail:
Close-up shots should focus on the finer
details—such as hands interacting with
phones, faces lit by the glow of sunset,
or the subtle movement of people in the
urban space. This creates an intimate,
relatable connection between the
subject and the viewer.

3. Human-centric storytelling
Our images often depict people in
actively engaging with our mobility
infrastructure in the city, be it
individually or together in groups. We
always try to showcase people of
different backgrounds as a nod towards
the rich diversity of cities all around the
world.

Close up

- We have a few general art direction guidelines that ensure that our
photography always possesses a uniquely Arrive DNA that stands out from the
sea of generic imagery used by our competitors

« The most important guide is to always ensure that our image compositions are
simple, open and airy with lots of negative space, in order to not feel cluttered or
claustrophobic.




Image style Close up

4. Introduce pink whenever possible
As a brand known for its pink color, we
aim to subtly incorporate it into our
close-up imagery. In close-ups, pink
can be introduced through soft
lighting (such as the pink glow
reflecting off a phone screen), small
elements in the background (like a
pink accessory or surface), or light
streaks that add a sense of
movement.

Pink elements

Always choose the method that feels
most natural and enhances the
intimacy of the close-up, ensuring the
pink accent complements the subject
matter.

5. Sunny weather with bright sunlight
Ensure close-ups are captured in
bright, natural sunlight, which
highlights details with warmth and
clarity, bringing a sense of optimism
and vibrancy to the close-up
moments.




We love technology and how it helps us
to make our lives better. Our Alimagery
allows us to be flexible and innovative
while gives to our creatives minds an
infinite source of inspiration.



Al Generation

Introduction

This guide provides a structure for crafting Al image generation prompts that align
with the three main photography categories: From Above, On the Ground, and
Close-Up. Each category has distinct visual elements that should be considered to
achieve the desired result. By following these principles, you can generate images
that reflect the brand's visual identity, human engagement, and urban energy.
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Al Generation Text prompts When crafting an image, there are three key principles to always keep in mind to
ensure that the final result aligns with the desired visual aesthetic and conveys the
intended mood or story effectively.

Scene @ Subject ® Details @

The "scene" defines the broader environment or setting of the The "subject” is the focal point of the image—the element or The "details” add richness to the composition by focusing on finer
composition. It establishes the overall context where the visual person that commands the viewer's attention. This could be a elements like colors, textures, lighting, and subtle movements.
elements are placed, ensuring clarity and focus. When describing  person, object, or even a specific motion or action within the These details often bring the scene to life and create an emotional
the scene, consider aspects such as the type of location, time of  composition. It should be described in detail to ensure the subject or aesthetic connection with the viewer. Use specific adjectives
day, weather conditions, and the general mood. Aim to evoke a aligns with the scene and enhances the overall story. (e.g. "a and visual cues.

sense of place and atmosphere. (e.g, "busy city street"). person running"). (e.g. "soft pink glow, motion blur").



Al Generation Text prompts These are some example prompts designed for generating ‘From above’ category
From above images, showcasing a variety of creative possibilities and compositions for
photography and Al-prompting.

(I

Scene Subject Details Scene Subject Details Scene Subject Details Scene Subject Details

photo realistic bright showing o zoomed-out  subtle pink details photo realistic bright showing an overhead lots of sunshine, subtle  photo realistic bright of aninner city blue skies, subtle pink an colorful Aerial photo  on a minimalistic and This render will be

daytime aerial photo overhead view of a city daytime aerial photo view of busy modern pink details daytime aerial photo carpark with multiple details looking straight down clean city centre with taken during golden
street junction with city cars parked like a drone roads and carparks haur

maving vehicles

JEE

Scene Subject Details Scene Subject Details Scene Subject Details Scene Subject Details
photo realistic bright showing an overhead blue skies, subtle pink overhead view of an inner city scene laid out in a geometric o photorealistic looking straight down taken on a sunny photo realistic bright showing an overhead subtle pink details
daytime oerial photo view of a busy city details with roads, buildings compaosition zoomed-out Aerial like a drone on a busy summer day at 12 daytime oerial photo view of busy modern

street with cars and and carparks photo taken with a carpark that is full of noon, orthographic city

buses hasselblad X2D cars view, subtle pink

details.



These are some example prompts designed for generating ‘On the ground’ category
images, showcasing a variety of creative possibilities and compositions for
photography and Al-prompting.

Text prompts
On the ground

Al Generation

Scene Subject Details Scene Subject Details Scene Subject Details Scene Subject Details
photo realistic bright showing a happy motion blur, daylight, photo realistic showing o33 yearold  subtle motion blur, blue  photo realistic bright showing a happy pink motion blur, minimalistic bright showing 3 people orthagraphic view, blue
daytime photo person walking next to  blue skies, gentle warm  minimalistic bright caucasian man skies, subtle pink daytime photo person waiting at daylight, blue skies, daytime photograph walking on o city street  skies, subtle pink
his vehicle pink light, neon streaks  daytime photo joaging in o city details bus stop as a bus is gentle warm pink light,  shot with Hasselblad in different directions details, 1Bmim
going pass him neon streaks XD with cars parked

Details

Scene Subject Details Scene Subject Details Scene Subject Details Scene Subject

photorealistic bright
daytime photograph
shot with Hasselblad
XD

of multiple different
cars in a carpark

blue and pink skies,

minimalistic

photo realistic
minimalistic bright
daytime photograph
shot with hasselblad
X

showing a few people
boarding a bus in
summer

subtle motion blur,

orthographic view, blue

skies, subtle pink
details

photo realistic
minimalistic bright
daytime photo

showing a happy
person walking next to
his vehicle to charge
his electric vehicle

maotion blur, daylight,
blue skies, gentle warm
pink light, neon streaks

photo realistic bright
daytime photo

howing o happy
person walking next to
her vehicle to charge
her electric vehicle

mation blur, daylight,
blue skies, gentle warm
pink light, neon streaks



Al Generation

Scene

photo realistic bright
daytime photo

Subject

showing two waman in

their 405 against a
pink city wall

Details

minimalistic,
orthagraphic view,
subtle pink details,
motion blur, daylight,
warm pink light

Text prompts
Close-up

Scene

photo realistic
minimalistic bright
daytime photo

Subject

showing a happy
person using his
iphone next to his
electric vehicle

Details

motion blur, daylight,
blue skies, gentle warm
pink light neon streaks

These are some example prompts designed for generating ‘Close-up’ category
images, showcasing a variety of creative possibilities and compositions for
photography and Al-prompting.

Scene
minimalistic close up

Subject
of a hand holding an
iphone

Details

motion blur
background, subtle
pink details, daylight,
blue skies, gentle warm
pink light

Scene

photo realistic
minimalistic bright
daytime photo

Subject

showing

a smiling male person
in his 40s with short
hair

Details

frontal view, subtle
pink details, motion
blur, daylight, blue
skies, gentle

warm pink light

Scene

photo realistic bright
daytime photo

Subject

happy asian wornan
and caucasian man in
their 30s wearing a suit
on a public tram, clear
pink blue gradient skies
outside the window,

Details
minimalistic,
orthographic view,
subtle motion blur,
subtle pink details

Scene

photo realistic
minimalistic bright
daytime photo

Subject
showing a smiling man
sitting on a public tram

Details

orthographic view,
gentle motion blur
outside the window,
blue skies, subtle pink
details

Scene

photo realistic bright
daytime photo

Subject

showing a woman in
her 40s against a
motion blur
background with o
slight smile

Details

minimalistic, frontal
orthographic view,
subtle pink details,
daylight, blue skies,
gentle warm pink light

Scene

photo realistic bright
daytime close up
photo

Subject

showing a hand using
aniphone to pay ata
subway station
turnstile

Details

motion blur, gentle pink
lighting



Al Generation Tags Tags in MidJourney provide powerful controls to refine and customize Al-generated
Style strength + aspect ratio images. They allow adjustments in style, aspect ratio, and reference-based
guidance, enabling users to create specific and unique visual outputs, and they are
added in the prompt after your written description. Here's a few that we've been
continually using:

1. Style Strength (--s) 2. Aspect Ratio (--ar)
Controls the level of stylistic intensity in the output. Higher values (e.g. --s Defines the proportions of the image by setting its width-to-height ratio. This
300) produce more stylised images where more intricate details are tag allows you to create outputs tailored for different formats, such as
‘hallucinated’ by Al, but we've been favouring a value of around --s 100 to cinematic, square, or portrait. For instance, using --ar 16:9 produces a
achieve more realistic and minimalistic results. widescreen composition ideal for landscapes, while --ar 4:3 creates a more

traditional photo ratio

Image prompt with --s 100, showing a The same image prompt with --s 600, Image prompt with --ar 4:5, showing a Image prompt with --ar 5:4, showing a

more calm and minimalistic image. showing a much busier image that feels  vertical tall image. landscape image. Note that the content
overly artificial and less calm. We always of the generated image can change
gravitate towards the simpler --s 100 slightly to fit the desired aspect ratio

ones. better.



Al Generation Tags
Style reference

3. Style reference (--sref) and prompt adjustment (--p)

Uses a reference aesthetic to guide the style and composition of the output.
By providing an image ID with --sref, you can anchor the Al's creativity to a
particular aesthetic or subject. We've been leveraging --sref to ensure
consistency across projects, often using it to match the tone, texture, or style
of a key reference image while still allowing for creative variations.

Default results without “~—-sref
878803659 --p 8p98ijf4’ added to
written prompt:

Calmer results when --sref 878803659
--p 8p98jf4’ is added to written prompt:

Note: these have been achieved from many rounds of
repeat trial-and-error, and also been through
Photoshop for colour correction/clean-up.
Professional retouch-ing is always required before
external use.

Tags in MidJourney provide powerful controls to refine and customize Al-generated
images. They allow adjustments in style, aspect ratio, and reference-based
guidance, enabling users to create specific and unique visual outputs, and they are
added in the prompt after your written description. Here's a few that we've been
continually using:

We've identified a specific style reference code that can be useful in achieving the
pale-pink and bright blue airy look that we want for our images. Try adding *--sref
878803659 --p 8p98|f4’ to your prompts to explore how these tags can guide your
image. Add --sw 50’ (or any other number) in order to adjust the style weight of
these --sref tags.
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Al Generation Prompt Example

Midjourney Scene  Subject Details  Refinement

@ Explore

B3 croate

[ edi

P Photo realistic minimalistic bright daytime photo showing a happy person walking next to his vehicle
oo to charge his electric vehicle. Subtle motion blur, blue skies, subtle pink details. --ar 16:9 --s 100

s --sref 878803659 --p 8p98jf4

oy Tasks

Tips:

» When writing be clear with the request, organization and dont forget differents punctuation.

» Good results may come after many iterations, be patience.

» Perspective can be modified on the Scene section.

+ When selecting an image consider aswell the level of postproduction that may be needed, ex:
retouching imperfections.

+ The refinement parameters are more accesible in the new Midjourney Ul. You can attach
reference images directly and set the aspect ratio or stylization by clicking some buttons.

+ The edit tool will help you to generate separate details of the photo.

« With the personalize tool you can create a moodboard with all the brand imagery and achieve
more consistent results.

» Except any specific need, vehicles must be always showing modernity. Vintage style are not
allowed in the brand.




Al Generation Workflow Here's a summary of the post-production process, showcasing the key steps
from initial prompt creation in MidJourney to professional retouching, transforming
the Al-generated image into a polished and redalistic final result.

1. Prompt and Select 2. Upscaling 3. Photoshop editing 4. Final touches

Write a detailed prompt in Use MidJourney’s upscaling Open the upscaled image in The final touches refines the
MidJourney to generate four feature to enhance resolution Photoshop to adjust lighting, image further, ensuring it feels
variations, then select the most and detail, preparing the image colour, more realistic and natural while
suitable one for refinement. for further edits. fine-tune details, and clean up minimizing any inaccurate Al-
imperfections. generated artifacts & ensure

consistensy among all the
generations.



Al Generation

Professional retouching

All our Al prompted photos must go through a round of human, professional
retouching in order to correct for Al-hallucinated artefacts that, when used publicly
as images, hurts the credibility of Newco as an expert in mobility. Common areas of
correction include anatomically-incorrect hands, strange looking carwheels and
faces, and illogical inconsistencies.

Original Al image After human retouching




Al Generation Professional retouching We have a starter set of 18 images that have been professional retouched — these
images are ready for use in our day-to-day comms from launch day onwards.
New needs must be communicated to our Brand team.




Al vs Stock From above

Al-generated imagery
Produces the bulk of our ‘From Above' imagery

 Great at creating non-specific scenes (e.g. a carpark, a random city street)
while incorporating our brand’s art direction

« We use a mixture of Al-generated and stock library images to form our ‘From
Above’ photography category.

« The choice between Al-generated and stock library images depends on whether
factual accuracy is important for that context (e.g. we need to show an actual

image of San Francisco and its various landmarks, instead of a place that ‘feels’
like SF).

Stock image sourcing
Used mainly for imagery where realistic accuracy is important (e.g. depicting a
real Barcelona city scene)
Image editing is important

L

to adjust lighting to fit our art direction style
N .




Al vs Stock On the ground « We use a mixture of Al-generated and stock library images to form our ‘On the
ground’ photography category.

« The choice between Al-generated and stock library images depends on whether
factual accuracy is important for that context (e.g. we need to show an actual
image of San Francisco and its various landmarks, instead of a place that feels’
like SF).

Al-generated imagery Stock image sourcing

Produces the bulk of our ‘'On th

Used mainly for

|
o




Al vs Stock Close-up

Al-generated imagery
» Produces all of our ‘Close up’ imagery
+ Great at creating non-specific scenes (e.g. a happy customer, a hand holding a
phone, a payment being made) while incorporating our brand’s art direction

« Unlike ‘From above’ or ‘On the ground’ categories, we only rely on Al-generated
imagery for our ‘Close-up’s, due to the fact that factual accuracy of cities and
locations is less crucial here.



Stock postproduction When there is a need to use stock photos it should go through a process of
postproduction to match the brand style. This production must be done and
approved by the Brand team. However we should try to select imagery beforehand
that ease as much as possible the postproduction work, ex: relativelt similar

lighting, contrast and situations.

Al vs Stock

Before start postproduction we should have always a moodboard with all the branded photos available as a consulting reference.

1. Elements Retouching: Correct, modify or remove elements not desired must be always the first step on the workflow.

Remember to keep a simple and minimalistic look & feel.
2. Lighting: Levels, bright, Contrast & Colour temperature should be modified to be consistent with the brand.
3. Pink atmosphere: After lighting retouching we must ensure that the whole atmosphere reflects our pink gradients look & feel.

4. Adjustments: Refine and polish small details.
5. Final check: Compare the result with the Brand imagery moodboard to be sure is consistent with the rest of the family.

Retouched

Original




Own photography Employee photography Employee photography can be challenging when every office has their own
different resources & setup. Here you have few tips in order to take employees
y Y
photos when professional help is not available.

Camera & Framing

Use a DSLR or mirrorless camera (if possible) with a 50mm lens for a natural look.

- If using a phone, set it to portrait mode for a nice depth of field (background blur).

Keep ISO low (100-400) to avoid grainy images (if grain happens, try removing ti ni Lightroom)
« Aperture: f/1.8 - f/5.6 for sharp focus on the face.

Lighting

« Soft, even lighting. Avoid harsh shadows.

« If you have to use artificial light, use a softbox.

« If using flash, bounce it of a white wal or ceiling to soften it. No direct flash!
 Natural light: Best near a large window with indirect light.

Posing & Framing

* Relaxed shoulders, natural face expression, head straight.

+ Frame from mid-chest up (not too close, not too far).

Keep hands out of the frame.

Enough room above the head (not cutting it off, but not too much empty space either).
Straight and centered shoot.

Position & Background

+ Stand about 1 meter away from the background to create depth.

« Choose a neutral-colored background (white, chroma, or backdrop). Dont use a noisy background
« Camera at eye level for a natural, balanced perspective.

» Shot straight on (not from above or below), keeping it clean and professional.




Own photography Tips for post production We recommend the use of Lightroom or Photoshop to slightly adjust
exposure & contrast.

+ Smooth skin gently (no over-editing, keep it natural).

« Warm up the skin tone slightly if it looks too cold.
+ Apply minimal sharpening, mostly on the eyes and lips.

Raw photography Retouched result




Own photography

Not harmonized

Harmonization

Working with real life photography, especially on Social Media can be tricky. Even if
prefered, sometimes we just don't have access to professional imagery. A way to
match those images to our colors and brand imagery is to use the harmonization
filter feature in Photoshop and match it to the background. It harmonizes the color
and luminosity of one layer to another layer. You reach it through masking out the
subject then go to Filter > Neural Filter > Harmonization and adjust accordingly.

With Harmonization filter




Own photography Outside photography Outside photography its a broad subject, it cannot be all treated in the same way,
but here can follow find tips and suggestions to make your photos in the best way
possible either you are a professional photographer or not.

Camera & Framing

Use a DSLR or mirrorless camera (if possible) with a a wide-angle lens (18-35mm) for space,
50mm for details.

+ If using a phone, make sure the photo result is crisp and focused and not too dark.

« Keep the camera straight - avoid weird tilted angles unless intentional.

Take multiple shots: wide shot, mid-range, close-up to cover all details.

Lighting

+ Cloudy days are best-no harsh shadows!
* If sunny, shoot in the morning or late afternoon for soft light.
« Avoid strong backlight (sun behind the subject).

Subjets & Framing

» If taking photo of a product (kiosk, mobile app, EV chargers etc.) make sure it's tidy and screens
wiped so there are no finger tips or spider web visible in the shot.

+ Position product in the middle of the shot with potential depht of field background.

« Make sure background isn't busy or distracting from the subject.




Own photography Retouching editorial Photography can be tricky, they may come from many different setups or qualities,
photography its quite difficult to make them all feel from the same family, but, in order to
maximise the brand consistensy among editorial photos we can follow some simple
steps for retouching and bring them closer to the brand.

Before publishing any photo its always recommended to receive help from a
designer or professional retoucher.

Initial state of the image. Lighting & cleaning. Make it closer to the brand.
+ Color temperature can be too warm or cold. + Changed to a more neutral color temperature. We can add a sublte layer with a branded gradient so our colours
+ Lighting too dark or unbalanced. + Levels, bright & contrast adjusted. can be subtle implied on the photography.
+ Elements to be removed ( Brand, people, license + Non desire elements removed.
plates, noises...) Layer mode is “ soft light” between 30-60 % opacity. We should

keep it noticeable enough but not too obvious.



Own photography Office photography Lighting and camera setup for employees photography in office are the same as
portrait photography mentioned previously. There are only few extra suggestions
and tips related to background and employee depiction.

» Use office areas that feel modern, organized, and clean (no messy desks or
crowded spaces).

- Select wisely the space, our office is a vital part of the brand representation.

+ Keep the background slightly blurry (use a wide aperture like /1.8 or f/2.8 if
possible) to separate the person nicely from the environment.

+ Background must be bright and pleasant: natural light, soft office decor are

Add a layer of gradient with” soft light” mode between 30-60 % great

opacity with less blue than exteriors . If some ares becomes too cold,

you balance the temperature slightly warmer. + Use plants in the background whenever possible to subtly associate the

company image with sustainability and a fresh, positive atmosphere.

« Avoid very dark, backlit, or blown-out windows behind the subject. (if blown-
out whites occur, please drop highlights in the editing).

+ Position people a few meters away from background if possible.

» Reflect our vision on the photos: we should show how teams collaborate,
have fun & celebrate together.

We are professionals but we have fun, depict the people happy &
optimistic, we can add a touch of goofiness if desired. Motion blur
can be allowed if the situation requires it.









Takeaways Arrive’

St - + Our image gallery consists of both Al-generated
imagery and retouched stock photography.

+ The images are divided into three groups: from above,
on the ground, and close-ups. Choose the group that
best supports your message.

+ DO NOT USE IMAGES THAT ARE NOT IN OUR IMAGE
GALLERY. If you need an image that does not exist yet,
please reach out to the Brand team.

+ Imagery is a powerful asset, but please use it with
measure.

+ The generation of branded images must be done
from the Brand Team, if you have any need please
refer to them.




Icons style
Usage
Examples

3



N

Our personalised iconography
is a perfect representation of our
optimism and positive attitude while
pursuing our vision of make cities more
livable.



Icon style Arrive has a set of 157 icons available already now. Every icon has been produced
to represent a specific concept, however some might be suitable for more than one
situation. If you need an icon, or have questions on usage, please reach out to the
Brand team.
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Icon style Our Iconography is based on a 48 px grid and it has a line thickness of 3 px.
Corners have a roundness of 05 & 4,5 px depending of the need of the
representation & straight corner are overall not allowed, however for some
specific situations a straight corner can be done if its mandatory for the correct
understanding of the simbolism.

48 pixels Grid Corners & Thickness Minimun space between icons

'?‘ l H il

=
‘ 4.5 px

m m

3
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Usage

The vibrant pink reaches AAL, whilst the rest of the color combinations meet
WCAG AA standards, ensuring legibility for body copy. We also have AAA options
for situations where maximum contrast is needed, providing flexibility without
sacrificing the brand's look & feel.




Icon style Icons should be used smartly to help the user to visualize an idea quickly.
Size should be small and as they will never be the main protagonist of a layout.
When working with text we must ensure that icons feel light and “airy” and they
are in consonance with the rest of the composition.

== L

Electric vehicle charging
EasyPark offers a payment solution
Pcn‘icing Dashboard for electric vehicle charging.
Get a macro-view of the parking
ecosystemn and insights into parking
behavior.
Get freedom
Extend your parking from
anywhere, never run back to
the machine.
a PUH35J ] Electric vehicle charging
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Takeaways

Arrive”

+ Use the icons only with the colours and
background recommended.

+ Be sure to use the icon that represents
better your message.

# We have a wide range of icons available if
you have any new need please refer to the
brand team. Do not change them or
recolour them.

+ Be mindful of the spacing and sizing.

Iconography has to feel light and dont
take excessive protagonism.
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Concept

Figurative imagery
For use when referring to specific topics; visual has to match the subject content

Our abstract imagery approach is derived directly from our main photography
style — focusing on and combining the distinctive motion streaks in our colour
palette with the optimistic, open skies that are found in all our images.

Abstract imagery
For generic use; as presentation dividers, holding slides, or background images




Base & Streaks Simple images of open cloudless skies featuring our distinctive brand palette of
pinks and blues form the base layer of the abstract images. We have created a set
of skies here to provide more colour variety — these Base sky images are
interchangeable with each other.

These images can either be applied on its own, or with the motion streak motifs.




Base & Streaks Each Base sky image comes in the original format of a square. The abstract nature
of it means that they can be seamlessly stretched to fit both a landscape or
portrait format depending on the needs of the layout.

Original square format Stretched to landscape format Stretched to portrait format




Base & Streaks

The streaks of motion blurs shown on this page are an extra element that can be
layered onto the blank skies in order to add a touch of dynamism and brand
ownability to the abstract images. These motion streaks images come in .png
formats that feature transparent backgrounds to make application onto Base skies
fast and easy.

The application of these Motion streaks is purely optional — it is up to the designer
to decide if the specific touchpoint would require the addition of this extra layer.



Construction

Base layer only

+ Motion streaks

On this page we can see how the Base sky layer can be easily combined with a
Motion streak file to create our Arrive abstract images.

The process is simple, flexible and can be done on any program from Figma or
Photoshop to Google Slides. We emphasise that this step of adding the Motion
streaks is optional — Base sky images can also be used on their own if simplicity is
required.

= Combined (Optional)




Construction The different variations of Base skies and Motion streaks can be used and
combined flexibly in different permutations to create a large variety of abstract
visual assets from just a few core components.

The Motion streaks can also be positioned, sized or cropped in any way as long as
it looks good applied onto the Base skies.

The same Motion streak used with different Base skies The same Base sky used with different Motion streaks




The abstract images can be applied easily and flexibly whenever a figurative image
with a subject matter is too specific or not appropriate — either as a full-bleed
background or as an image insert to add some texture and visual interest.

Examples

Year in Review
2024

Brand &
Marketing
Q2 All-Hands




Takeaways Arrive’

+ Abstractimagery is intended for use
in presentation dividers, gap fillers, or
as background images. Please do not
overuse them.

+ Gradients can be used in a standalone way,
but motion streaks cannot be used without
a gradient base.

+ Base and streaks can be combined, do not
create additional gradients, reach out to the
Brand team if you need an additional gradient
or streak.
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Introduction

This section outlines the visual and functional
principles behind our infographic design
system.

By leveraging consistent styles, brand-aligned
color palettes, and data visualization
techniques, we aim to ensure clarity,
professionalism, and visual impact in all our
communications.

Each section will provide a detailed overview

of the elements, from bar charts to typography,
showcasing how we effectively convey data
and insights. Let’s explore how these
components work together to create engaging,
accessible, and on-brand infographics.



This slide provides a summary of the key elements used in our infographic design.
It includes our color palette, bar charts, pie charts, line charts, area charts, and
typography. Each component plays a role in presenting data with clarity and
consistency while maintaining alignment with our brand identity.

Introduction Overview

~123%
phieved ncreese

0000

320M




Colours Palette Overview of our entire infographics color palette.

-




Colours Different approachs Brand-focus: Core brand colors (purple and pink) for strong visual identity impact.
P&B: Adds blue tones for better differentiation while maintaining brand alignment.
Grayscale Pop: Uses grayscale as a base, with pink highlights for emphasis.
Contrast: Expands the palette with additional hues for clear separation in complex
infographics.

Pinks & Blues Grayscale Pop



Colours

Brand-focus

« When we're using two colors
we contrast the purple with
our vibrant pink.

When we're using three
colors, we add the lightest
pink for contrast.

When we're using four colors,

we make sure the two
lightest pinks are separated

Pink & blues

« When using three colors, we

ensure a balance between
pink and blue.

With four colors, we
separate the blue tones for
better differentiation.

For five or more colors, we
follow an alternating method
to maintain visual clarity
and consistency.

Grayscale pop

+ Monochrome: The design

maintains a uniform
grayscale palette, with a
single pop of color to draw

attention to key data points.

Separated: A broader
grayscale range is used,
incorporating both light and
dark tones for added
contrast, while still
maintaining the emphasis
with a bold accent color.

Contrast

« When designing complex
infographics, we use the full
color palette while ensuring
clarity through strategic
contrast. By placing darker
colors next to lighter ones, we
enhance readability,
distinguish data points, and
maintain a balanced
composition. This dark-and-
light approach also allows for
seamless expansion if we
exceed our 20-color range.



Colours Colour usage for typography In our infographics, color is carried by the visuals, while typography remains
neutral for clarity.
« Graphic Infographics: Headlines are in black or white, allowing the infographic
to stand out.
« Typographic Infographics: When typography is the main element, key figures
use brand colors for emphasis.

Graphic infographics Typographic infographics

Ql-2025
75% Increase Q'I _ 2025

75% Increase

5%




Charts Bars We use two orientations of bar charts: horizontal and vertical. The horizontal chart
is ideal for landscape layouts, while the vertical works well with portrait layouts.

> 2025
\\ i 2024 N
~ Predicted increase +13.7%
Achieved increase
2023 N
+12.3% s
2024 Achieved increase +
+137%
Achieved increase

it
S

2023

+2.3%
Achieved increase




Charts Pie We use two styles of pie charts: the donut chart, which provides a modern and

open design, and the filled chart, offering a more traditional and solid

representation of proportions. Both are effective for visualizing part-to-whole
relationships.




Charts Lines This slide highlights the two types of line charts: the spike chart for visualizing
sharp fluctuations in data and the line chart for showcasing trends and
comparisons over time.



Charts Area We use two versions of area charts: a simple version for clean, straightforward
data representation and a complex version for displaying detailed and layered
trends.
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Charts Numbers This slide demonstrates the use of our bold typography to highlight key numerical
data and percentages.

320M 5%
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Parking barometer
by Park Now Group

Trend in parking transactions.
Measured across Europe by Park Now Group.

20
@ United Kingdom

@ Switzerland
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The PARK NOW parking barometer shows the percentage differential in transaction performance for each country market they operate in, taking
Q12018 (YoY) - with average as a baseline to show the impact of the Corona virus and the green shoots of recovery that are coming through.
PARK NOW Group represents: PARK NOW (DE, AT, CHI, Parkmaobile (ML, BE, LUX], Park-line (NL}, and RingGo (UK).

In comparison with week 19

Highlights
Week 20

Overall Growth:
Europe

+24%

Highest growth:
France

+3176%

Lowest growth:
Austria

+3%




Infographics Contrast

Number of redeemed
promo codes in 2025

Analytics ® B2B Sales ® Communications @ Customer Care @ Distritubtion
Finance @ FlowBird Group Executive Marketing Partnerships
@ People & Culture Product ® Spoke Owner Strategy Technology







Respondents were
equally split between
men and women

Arrive”




Parking preferences
ontherise B




The trend

Uplift in first chargings of 100% in
December 2025 (vs LY) after stickers
were implemented




Newcoin
numbers

Arrive”
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50% said they are very
likely to park using a pay-
by-phone subscribtion




Takeaways Arrive’

+# There are four different color sets for graphs.

+ Graphs are designed for different purposes,
please choose the one that best supports
your message, and don't add any additional
colors.

+ Keep your graphs as clean as possible.

+# Minimize text or graphics near it to let it
breathe and maintain visual impact.
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Ease and velocity

Our motion principles are inspired by the
rhythm of urban life. These principles describe
how our brand moves, from small interactions
to expressive animations.

To maintain a consistent expression, we use the
same ease and velocity settings for all in" and
‘out’ animations.

We also use a second, linear velocity for our
flow motion principle.



Ease & velocity Motion Digital The base motion curve for In and Out animations has an ease of 80% over 30
Ease in/out: 80% Ease: 0.80,0.00,0.20,100  frames (Motion software), or 0.80, 0.00, 0.20, 1.00 over 1200ms (Digital).
Length: 30 frames Length: 1200ms The movement can either be a hard cut to a new element, or we can change
content in the middle of the movement.

Curve In/ OQut




Ease & velocity Motion , Digital Our base motion curve for linear motion has a calm and continuous movement.
Ease infout: Linear Ease: 0.0, 0.0,00, 00

Length: Continuous Length: Continuous

openhagen
Helsinki
Berlin
Amsterdam
Milan
Vienna
Paris

Curve Linear




Core principles

Our three motion principles Flow, Park and
Zoom, are inspired by the rhythm of urban life,
each capturing a unique aspect of city
dynamics.

Flow represents smooth, linear movement.
Park conveys moments of pause and focus.
Zoom shifts seamlessly from the vast
cityscape to the finer details of individual
experience.



Core principles Conceptual references Flow represents smooth, linear movement.
Park conveys moments of pause and focus.
Zoom shifts seamlessly from the vast cityscape to the finer details of individual

experience.
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Core principles Flow Flow represents smooth, linear movement.

VQIU

Copenhagen
Helsinki
Berlin
Amsterdam
Milan
Vienna

Paris




Core principles

Flow

Arrive”

Making cities
more livable

5,000+ parking operators. EasyPark Group has a
unique market coverage with presence in over 20
countries and more than 4,000 cities.

With our award-winning app, we have been helping With the use of technology, we break barriers and
drivers save time and money since 2001, But what we improve the urban life experience. We help cities
don't stop there. We build smarter, more livable cities - balance parking supply and driver demand - not by
one parking spot at a time. adding additional parking.

Images in context.




Core principles

Flow

Arrive”

Making cties
more livable

5,000+ parking operators. EasyPark Group has a
unique market coverage with presence in over 20
countries and more than 4,000 cities.

With our award-winning app, we have been helping With the use of technology, we break barriers and
drivers save time and money since 2001, But what we imp the urban life experi We help cities
don't stop there. We build smarter, more livable cities - balance parking supply and driver demand - not by
one parking spot at atime. adding additional parking.

Typography in context.

(openhagen
Helsinki
Berlin

Amsterdam
Milan

Vienna
Paris
Lisbon
qurid




Core principles Park Park conveys moments of pause and focus.



Core principles Park Images & typography in context.

Arlrivle-yL 3 Link in the h;:qxion
ition: Account
: Stocl(hoim.q Swedemwn
2210.2024




Core principles Zoom Zoom shifts seamlessly from the vast cityscape to the finer details of individual
experience.

Transition - Images

Transition - Text

make cities
more livable




Core principles

Zoom

Arrive”

Together, we
make cities

more livable

With our award-winning app, we have been helping With the use of technology, we break barri d
drivers save time and money since 2001, But what we improve the urban life experience. We help cities

don't stop there. We build smarter, more livable cities - balance parking supply and driver demand - not by
one parking spot at a time. adding additional parking.

Transitions in context.




Animated logo

The Arrive logo animation uses a bespoke
animation based on the Park motion principle.

There is also a stand-alone Arrive symbol
animation described later in this chapter.

An animated logo package can be downloaded
separately with several color combinations,
and formats for video production (16x9 aspect)
and social media (4x5 aspect).

Please also see the Logotype Guidelines for
more in-depth color use and layout guides.



Animated logo Logo Arrive animated logo

Background: Off-White
Logotype: P1

P1 on Off-White



Animated logo Logo Arrive animated logo

White Logo on content




Animated logo Symbol Arrive animated symbol

P1 on P3




Video Production
Examples and Templates

The following assets are made both as
examples for the motion principles guidelines,
and as parts of the Video Production
Templates delivery in 16x9 format.

The Video Production Templates are made in
After Effects for easy editing, and can be
downloaded separately.



Intro Intro example and template with the Arrive
Video Production logo animation, and a transition to a
typography layout.

Text, colors and the background film can easily
be changed and adjusted to fit your needs in
the template.






Outro Outro example and template with a
Video Production film sequence, that transitions into the Arrive
logo animation.

The film sequence and the colors can easily be
changed and adjusted to fit your needs in the
template.






Example and template that uses our Zoom

Transition am P
principle to transition between content.

Video Production

The footage can be changed in the template
file.






Text plate An easy to use text template using the Zoom
Video Production principle for animation and transition.

Text and color can be changed in the template
file.



THE ONLY
APP YOU NEED




Lower third A Lower Third text plate presenting name and
Video Production title.

Name and title can easily be changed in the
template file along with color. The layouts will
adjust according to the length of the name and
title.






Social Media The following examples and templates are

Examples and Templates made for social media video production in 4x5
format.

The social media templates are made in After
Effects for easy editing, and can be
downloaded separately.



Social media Sequence 01



Social media Sequence 02

Arrive” Arrive”




Social media Sequence 03

TEXT 2024

Arrive” Arrive”




Arrive”
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Tone of voice

Tone of voice
Positive energy
The 3 pillars
Style guide
Voiceinaction



Ol

Why tone of
voice matters

We're a brand new brand. The world doesn’t know us. Yet.

Like all our new brand assets, our tone of voice goes a
long way in telling everyone (for now, that’s primarily our
employees and B2G audiences) the kind of brand we are
and what they can expect from us. Not to mention setting
us apart from our competitors.

And in this guide you'll meet the voice which will help is do
precisely that.



Our new voice

Our new voice is here to make good things happen. A
deliberate blend of the best bits of both EasyPark and
Flowbird voices it feels fresh, yet reassuringly familiar. And,
like all our brand assets, it plays its part in creating our
leading emotion of Optimism. We call our new voice
Positive Energy.



03.

How does that
sound?

« Capable
« Compelling
« Confident



Pillar O1 Capable

Capable feels considered, grounded
and reassuringly credible

..but never dry or excessively
corporate



makes it easy
to trustinour

ability.

Keep things calm and grounded - it
makes us feel like the safe pair of hands
we are.

Weave in our knowledge and experience
with facts, figures and examples.

Skip corporate clichés and overly formal
conventions for everyday words and a
slightly more relaxed style. It's not sloppy
or unprofessional. It simply shows how
comfortable we are in our abilities.

Get generous with capable verbs showing
the impact we make, like fix, save, relieve,
solve.



Spot the
difference

Between this:

With NewCo Insights, you get access to a
suite of tools that give you data-based

insights into your city's parking situation.
In other words, you get all the parking
data you need to create efficiency in
planning, clarity in costs and harmony in
your city’s mobility.

And this:

Your city is alive with data.
We help you use it.



Pillar 02 Compelling

Compelling feels positive, desirable and
very doable

..but not over-enthusiastic or salesly



makes it easy
toimagine -

and, crucially,
want - the
future we
promise.

Bring benefits as close as you can to your
audience. Talk to them, for starters. using
much more you/your than we/our.

Put the future firmly within reach. Talk to
them like they're already enjoying the
benefits.

Don't just tell them what they can look
forward to. Help them imagine — and feel
— the impact themselves. Mix the rational
and emotional for maximum resonance.

Avoid wild promises or unsubstantiated
claims. Give detail. Get specific.
Compelling is always credible.



Between this:

sp0t the Eliminating manual parking frees up time
difference

for more strategic tasks.

And this:

What will do you with all that
time you'll free up?



Pillar 03 Confident

Confident feels secure, empowering
and clear

..but not cocky or conceited



« Commit to clear and concrete words;
confidence doesn’t do vague. Don't hide
behind waffle; say what you mean and

makes it easg stand up for it.
to knOW We,re « Dare to say less — it shows we have real

conviction in what we're doing.

theright

h e like hopefully, potentially, maybe and if...
c 0|ceo they weaken our stance and allow doubt
to sneak in.

« Watch out for confidence-sapping words




Between this:

sp0t the Leveraging data to build a transparent
difference

foundation for parking policy

And this:

Building parking policy on data



How we write

Style guide

Tone of Voice - Style guide

Language
For English content, use American English. Only use British English in the
UK.

Period
We use full stops at the end of long sentences or descriptions. Not on

headlines, sub-headlines or bullet points.

Salutations
We greet our customers with a cheerful “Hi (First name)"” or the
equivalent in the local language. We are happy to see them!

Signatures

We sign off as “Your NewCo team” for business to customers comms.
Sign off with your name for 11 communications.

No sign off on social media.

Abbreviations
Spell it out, minimize the use of abbreviations. Do not expect everyone to
speak the lingo.



How we write

Style guide

Tone of Voice - Style guide

Capitalization

We use sentence case. This means, only capitalizing at the start of a
sentence or proper nouns (names, brands, places, etc.)

ALL CAPS are allowed for 4-5 letter call-to-actions.

Translations
We keep all brand names, brand statements and product names in
English. See the glossary for defined translations.

Dates
We work across geographies, spell out the month to avoid confusion.
For example: January 01, 2023.

Brand names
Our group name is spelled “NewCo”. The brands on our portfolio are
spelled as: EasyPark, ParkMobile, RingGo, Parkimeter, YourParkingSpace.

Emojis

We use emojis in social media and CRM communications. Please use in
line with our personality.



Tone of Voice - Examples

Example 1 - Industry report

Ea See your parking situation as it really is

The immediate impact of data-driven parking

Compelling management
b The Arrive Insights are proving invaluable. They're
already in use to adjust parking policies, setting the
Packed with evidence, these resorts are all foundation to tackle future mobility challenges.
about proving our credibility. Dialing up Eliminating manual parking tracking alone has
capable makes it easy for even the most significantly cut costs, and shown areas where paid
conservative audience to see us as a parking zones could be expanded. Additionally,
valuable and viable contender. Insights has helped adjust residential parking fees and
promote ride-sharing initiatives to the benefit of the
residents.

NEWCO



Tone of Voice - Examples

Example 2 - App newsletter

Capable Your Arrive app is bringing an even better experience
Compelling EElS
; After listenin refully to what n r
Confident er listening carefully to what you a d you ,
customers really need from the Arrive app, we've
made improvements.
Make what you're sharing as newsworthy as Now parking session details are even clearer.
possible. Extra emphasis on compelling Switching between personal and business accounts is
keeps your read relevant and engaging easier. And finding parking areas is quicker. So you can

enjoy your app better.



Tone of Voice - Examples

Example 3 - Insights web page

Capable Make decisions that make a difference

: harness it. Arrive Insights turns your city's real-time
Confident ) , ) )
parking and movement data into the easily applicable
decision-enhancing information that unlocks more

Help audiences understand what we offer, confident, more efficient, more impactful planning.
and why they should care. All pillars of the

voice are hard at work here, with a slight
emphasis on confident and compelling.

Compelling Your city is alive with mobility data. We help you



Tone of Voice - Examples

Example 4 - Operator's web page

Capable

Compelling

Confident

Make it easy for operators to want to work
with us. Extra emphasis on capable leaves
no doubt we're the partner to make a real
difference.

Solving your city's challenges starts with
understanding them

And after working with hundreds of off-street
operators all over Europe, we do just that.

Partner with Arrive and let our proven access
solutions, such as automatic camera parking and
other license plate recognition solutions make the
impact your city needs. Exactly when you need it.
Swapping entrance queues, low occupancy rates
and cash machine complexities for a more satisfied
clientele, higher revenue and lower operating costs.



Tone of Voice - Examples

Example 5 - When things go wrong
We've charged you more than we meant to

Compelling
, Hello,
Socent When you check your Arrive statement this month, you
will notice an additional, unexpected charge. This was

It's easy to get apologies wrong. Dial up not intended, we accidentally charged you extra for
capable to show we take responsibility and adding a vehicle. But be assured, a refund for the full
are busy putting things right. And don’t amount is already on its way to you.
dance around the mistake. Get confident
and own it. Our technical team have found and solved the error to

prevent this from happening again. If there's something
else we can do to put your mind at ease, please let us
know.



Tone of Voice - Checklist

Now you've
'I'ried i'l" qSk Does it fill you with optimism?

Are you using easy, everyday words?
you rsel f: Are your sentences simple?
Is there a good rhythm and variety of pace?
Does our experience shine through?
Does it fill you with confidence that it can, and will be done?
Can you already imagine how this will make things better?
Is it completely clear that we know what we're talking about?

Where could it be shorter?



Takeaways Arrive’

+ Our voice is capable, compelling, and
confident. Making it easy to trust in our
ability, easy to want the future we promise,
and easy to know we're the right choice.

+ Keep your writing clear, short, and in
sentence case. Making our text easy
to read and understand.

+ Remember, optimism is the emotion we
always convey, and keeping our text
consistently positive (without sounding
fake) will support us in achieving
that feeling.




Arrive”
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Takeaways




Logotype used

Organic Content

10:51

,4+

Arrive - Following
25,176 followers
3d - Edited

llll ? -

Please note that our SoMe content will always exist within a context where we are
the obvious sender — addressing an existing audience. Therefore the majority of
posts don't need to include a logo. However, a logo should be considered for
sponsored posts, as we are then targeting a new audience who may not be familiar
with our brand. During the launch period of the brand logo should be also
considered until the brand has been globally established.

Paid Content

Arrive”

Making cities more livable.
arrive.com




Say one thing per post/slide

One post

Carousel T i

It can be scary to allow content to have room to breathe, but having a layout with a
lot of white space is an important construction of our brand. So avoid creating posts
that are too information heavy and instead make great use of the carousel feature -
you might even boost more engagement! - and say one thing per post/slide.




4:5 Format We are used to creating SoMe posts in a square format. But more and more
platforms switching to a vertical format since most users today consume content
on a mobile device — and that would mean taking up more valuable screen real
estate. So we highly recommend using 4:5 format for future SoMe posts.

11 Post 4:5 Post

T T wi D e

4~ Arrive - Following
251 ars

Q

(0)]
®)
B



Post template, Full bleed Construction

Subheading orlogo Subheading orlogo
Big two line A two or three
headline line long example

headline.



Post template, Full bleed Examples with photography and infographics

Exciting news Arrive Stats

New Parking cost & |

sl | variationsin ;
partnership! Europe:

€110 - €150
€1.60 - €190
€2.00-€2.60

Il <340-¢€410




Post template, Frame Construction

A two or three
line long example
headline.

Subheading orlogo

A two or three
line long example
headline.



Post template, Frame

Charge ahead
with EasyPark.

Examples with photography and infographics

Electric vehicle
adoption in the EU
on therise.

22%

2016 2018 2020




Carousel template. Construction
Version 1

Subheading orlogoe

A two or three g hws or bues
. . line long example
Big two line gne l;:ing example headiine,
. eadline.
headline.
Short Short
headline headline
A two or three
line long example
headline. Iimeggline g:.zr;ﬂne

A two or three

line long example

headline.

Info line or logo

Info line or logo



Carousel template. Example

Version 1

Arrive” e~ Choose according This is the
= to your needs. authorization system.

Keq benefits app in all cities. ¥ i

for drivears. — o e
== ==
Customer Quality of
experience service

dto ——— (= =

download multiple
parki ng appEs. — Features Values




Carousel template.
Version 2

Atwo or three
line long example

ABIG headline.
THREE LINE
HEADLINE.

Subheading orlogo

Subheading or logo

Construction

Atwo or three
line long example
headline.

A two or three
line long example
headline.

Infe line or logo



Carousel template. Example
Version 2

Embork Buoses Stress free parking S Discover all
for drivers. parking expense the benefits of
management for EasyPark Business.

administrators.

I |

+5360 kr
a8 +5360kr
=] +5360 kr

Arrive”



Takeaways Arrive’

+ After the brand has been established, use
the logo wisely, no need to show it when we
are the obvious sender.

+ SoME format recommendation is 4:5.

# Harmonize portrait photos with our gradient
background.

+ Keep always a clean, positive and bright
layout & communication.







Introduction

Our brand and neutral color palette are applied consistently in
our newsletters, built on the same color system as our website.

To simplify usage, we've assigned specific colors to elements
and defined three color modes:

« Default: White and off-white backgrounds.

« Bright: Two pink backgrounds to highlight sections.

« Dark: Used only when required.

Whenever possible, prioritize the light and bright modes.
Avoid mixing dark mode with light mode.



Colors Our brand + neutral color palette

#38003D (900) #5FO16F (800 — P1) #8704AF (7009 #C828C5E (600) #FFFFFF (White9 #FOF5F4 (100 — Off White) #E3DFDD (200) #C3BDBC (300)
#FF33BB (500 — P2) #FFBOD4 (400) #FFADE4 (300 — P3) #FFCTEC (200 — P4) #ALAIAO (400) #8D8786 (500) #T16CHA (600) #545050 (700)
#FFESF7 (100) #383433(800) #201E1D (900) #000000 (Black)



Colors

Text

Primary Secondary

Background

Primary Secondary

Border

Default Muted

Ilcon

Default Muted

Amplified

Amplified

Ampilified

Inverted

Our colors assigned to elements.
Default Mode

Action

Primary On Primary Primary Hover

Outline Outline Hover

lcon Surface On lcon Surface lcon Surface Hover On lcon Surface Hover

Icon Outline lcon Outline Hover On lcon Outline Hover

Icon Disabled On Icon Disabled lcon Outline Disabled



Colors

Text

Primary Secondary

Background

Primary Secondary

Border

Default Muted

Ilcon

Default Muted

Amplified

Amplified

Ampilified

Inverted

Action

Primary

Outline

lcon Surface

Icon Outline

Icon Disabled

Our colors assigned to elements.
Bright Mode

On Primary Primary Hover

Outline Hover

On lcon Surface lcon Surface Hover On lcon Surface Hover

lcon Outline Hover On lcon Outline Hover

On Icon Disabled lcon Outline Disabled



Colors Our colors assigned to elements.
Dark Mode

Text Action

Primary Secondary Amplified Inverted Primary On Primary Primary Hover

Background

Outline Outline Hover

Primary Secondary

Border

lcon Surface On lcon Surface lcon Surface Hover On lcon Surface Hover

Default Muted Amplified

Icon Outline lcon Outline Hover On lcon Outline Hover

lcon

Default Muted Ampilified Icon Disabled On lcon Disabled lcon Qutline Disabled



Default Mode

Modern Easy
Distinctive Sturdy

With ewr award-winming app, we have been
helping drivers save time and meney since
2001 But what we don't stop there. Wee build
senarter, mare livable cities — one parking spot
ot a time.

The Future of Urban Muhllltg

Modern Easy
Distinctive Sturdy

With our award-winning opp, we have been
helping drivers sove time and money since
2001 But whet we donit stop there. We build
srmarter, mare livable cities — one parking spot
ata time.

D

The Future of Urban Mobility

w. h cur avord-winning app, we have been halp

Bright Mode

Modern Easy
Distinctive Sturdy

With our award-winning opp, we have been
helping drivers save time and money since
2001 But what we dont stap there. We build
smarter, more livable cities — one parking spot
at a time.

-

The Future of Urban Mobility

w. h cur awand-winning app, we have boen helping
save time and mory sinc e 2001 But what we
a:r st thara. We bulld smortes, mors livable cltiea
~ ane parking spat ot a time.

° j)I:-) >
a

8

Modern Easy
Distinctive Sturdy

With cur award-winning app, we have been
helping drivers save time and maney since
2001 But whert we don't stop there. We build
smarter. more livable cities - ane parking spot
at atime.

The Future of Urban Mobility

With cur aword-winning app, we have boen halping
drivers save time and money since 2001 But what we
don't stop there. We bulld smorter, more livoble cithes
- ane parking spat ot a time.

®06) - -

B a8 a2

Dark Mode

Modern Easy
Distinctive Sturdy

With our award-winning ap.
helpiny

11 But wht we d

at atime.

The Future of Urban Mobility

Modern Easy
Dlstlnctwe Sturdg

With our cward-w
helpin
I But what

The Future of Urban Mobility




Colors

Default + Bright Arrive”

Atitle forone
or two rows.

Subheadline - a shorter subheadline.

H2 A long headline for
one or two rows.

Nullam at dictum orci. Donec id sem in augue suscipit
malesuada vitae non ante. Vivamus varius faucibus purus

Sy o e S T i e T T TR e S e T U S e T e TR

Examples default + bright VS Dark.
Email background: Light Neutral 200, Dark Neutral 800.

Arrive”

Atitle forone
or two rows.

Subheadline - a shorter subheadline.

H2 A long headline for
one or two rows.

Nullam at dictum orci. Donec id sem in augue suscipit
malesuada vitae non ante. Vivamus varius faucibus purus



Tgpogrophg In our newsletters, we use our custom font Optimism Sans
paired with DM Sans for a balanced, modern look. To ensure
consistency across all email clients, we've set up two fallboack
levels: first to a widely supported Google fonts, then to a
system default font. This keeps readability and brand identity
intact, no matter where it's viewed.



Typography Default: Title, headline, button in Optimism Sans. Body copy in DM Sans.
For Arrive Sans titles, replace one glyph in each word with a distinctive character.

Default Settings
Arrive”

Title:
Optimism

A title for one Optimism Sans
or two rows. Together, we A

N

Subtitle: g e

DM Sans > Subheadline - a shorter subheadline. ma ke CItles

Button: I. bI

Arrive Sans mo re qu e

Distinctive character
Stylistic sets

DM Sans
Nullam at dictum orci. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
varius faucibus purus vitae tempor. Nunc
auctor massa sed leo porttitor ultricies.
Integer lacus tortor, viverra eget suscipit nec,
congue et libero. Nullam ut aliquet eros.

Headline:

Arrive Sans . - i i

|-|2 A |ong heqd"ne Nullq.m at dictum orc; Donec id
Body copy: sem in augue suscipi
DM Sans fOI" two rows. > malesuada vitae non ante.

SE— Vivamus varius faucibus ourus



Typography

Primary Fallback

Arrive”

Title:

s > A longer headline
- for one or two rows.

DM Sans >  Subheadline - a shorter subheadline.

Button:
Urbanist >

~

Headline:
Urbanist —0 —ow-— A Ionger headline

for one or two rows.

Nullam at dictum orci. Donec id sem in

augue suscipit malesuada vitae non
ante. Vivamus varius faucibus purus
vitae tempor. Nunc auctor massa sed

Body copy:
leo porttitor ultricies. Integer lacus
DM Sans P ”

i
“ tortor, viverra eget suscipit nec, congue
et libero. Nullam ut aliguet eros.

Primary fallback: Title, headline, button in Urbanist (Extra Bold). Body copy in DM Sans.
Secondary fallback: Title, headline, button, body copy in Arial (Bold/Regular).

Secondary Fallback
Arrive”

Title:

Arial ? A Ionger headline
for one or two rows.

Subtitle:

Arial > Subheadline — a shorter subheadline.

Button:

Arial

Headline:

Arial —— > Alonger headline Nullam at dictum orci. Donec id sem in
for one or two rows. augue suscipit malesuada vitae non

ante. Vivamus varius faucibus purus
Body copy: vitae tempor. Nunc auctor massa sed
Arial 5 leo porttitor ultricies. Integer lacus

tortor, viverra eget suscipit nec,



Sections - Header Here you can see 4 variants allowed to create a header.
Header variants

Desktop Mobile
Arrive™ Arrive”™ Arrive™ Arrive”
Atitle for one i 5 .
or two rows. Atitle for one Aftitle forone Atitle for one
or two rows. or two rows. or two rows.
U0 B 0. 300 AT O Ot ine - a shorter Subheadline — a shorter subheadiine. Subheadline - a shorter subheadline.

e
)
= Aftitle for one
Atitle forone s or two rows.
Arrive” or tWO rows. Atitle for one
Atitle for one _ ruvorows.
or two rows. o e '

Subheadline - a shorter subheadline.

Button




Sections - Text
Text variants

Desktop

H2 A long headline for
one or two rows.

Nullam at dictum orci. Donec id sem in augue suscipit
malesuada vitge non ante. Vivamus vorius foucibus pures
vitae tempor, Munc oustar massa sed lee porttitor ultricies,
Integer lacus tortor, viverra eget suscipit nec, congue et
lizero. Mullarm ut aliqust eros.

Button

H2 A long headline
for two rows.

H3 A long headline
for two rows.

Button >

H2 A long headline for
one or two rows.
Nullam at dictum orci. Donec id sem in augue suscipit
malesuada vitoe non ante, Vivamus varius foucibus purus
vitge tempor, Nunc auctor mossa sed leo porttitor ultricies.

Integer lacus tortar, viverra eget suscipit nec, congue et
lizero. Mullarm ut aliquet eros.

Button -

Nullam at dictum orci. Donec id
sem in augue suscipit
malesuada vitae non ante.
Vivamus varius faucibus purus
vitae tempor. Nunc auctor
massa sed leo porttitor
ultricies. Integer lacus tortor.

Nullam at dictum orci. Donec
idsem in augue suscipit
malesuada vitae non ante.
Vivamus varius faucibus purus
vitae tempor.

Here you can find different variants allowed when working with text blocks.

Mobile

H2 A long headline
for one or two rows.

Hullam at dictum orel. Dones id sem in augue
suscipit maolesuada vitae non ante. Wivamus
varius foucibus purus vitae tempor, Nunc
auctor massa sed leo porttitor ultricies.
Integer lacus tortor, viverra eget suscipit nec,
congue et libero. Nullam ut aliquet eros.

H2 A long headline
for two rows.

H3 Along headline

for two rows.

H2 A long headline
for one or two rows.

Mullam at dicturmn arcl. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
warius faucilbus purus vitae tempor. Munc
auctor massa sed leo porttitor ultricies.
Integer lacus tortor, viverra eget suscipit nee,
congue et libero. Nullam ut aliquet eros.

Nullam at dictum orci. Donec id
sem in augue suscipit
malesuada vitae non ante.
Vivamus varius faucibus purus
vitae tempor. Nunc auctor
massa sed leo porttitor
ultricies. Integer lacus tortor.

Button >

Nullam at dictum orci. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
varius faucibus purus vitae tempor.



Sections - Text

Text variants

Desktop

H2 A long headline for -
Butten <

one or two rows,

Nullam at dictum erci. Donec
id s in ougue suscipit
molesuada vitoe non ante,
Vivarmus varius faucibus purus
vitae tempor. Munc auctor
massa sed leo ultricies.

Detalls text

H3 Along headline for
two rows.

Nullam at dictum orci. Donec
lel serm in augue suscipit
malesuada vikee non ante.
Wivarmus varius faucibus purus
vitae tempor. Nunc guctor
massa sed leo ultricies.

Button <

H3 Along headline for
two rows.

MNullorm at dictum orci. Donec id
SEM i ougUe SUscipit
malesuada vitae non ante.
Vivamus varius faucibus purus
vitae tempor. Munc auctor
maszsa sed leo ultricies.

Button

Mullam at dictum orei. Denec
id sem in augue suscipit
muolesusada vitae non ante,
Wivarmus varius faucibus purus
vitae tempor. Munc auctor
massa sed lec ultricies.

“Nullam at dictum
orci. Donec id sem
in augue suscipit
malesuada vitae
non ante. Vivamus
varius purus vitae.”

H3 A long headline for
two rows.

Hullesm art dictum arci. Donec
i sem in augue susclpit
malesuada vitae non ante.
Vivamus warius faucibus purus
vitae tempor. Munc auctor
massa sed leo ultricies.

Button

H3 Along headline for
two rows.

MNullom ot dictum orgi. Donec id
SEM N augue suscipit
malesuoda vitae non ante,
Vivamus varius foucibus purus
vitae tempor. Mumc auctor
massa sed leo ultricies,

Button >

H2 A headline for one
or two rows.

Nullam at dictum orci. Denec id sem in
augue suscipit malesuada vitoe non ante.
Vivamus varius faucibus purus vitae tempor.
Nunc auctor massa sed leo ultricies,

Mullam at dictum orci. Donec id sem in
augue suscipit malesuada vitae non ante,
Vivamus varius faueibus purus vitae tempor.
Nunc auctor massa sed leo ultricies,

H3 A long headline for
two rows.

Nullam at dictum orci. Donec id
sem in augue suscipit malesuada
vitae non ante. Vivamus varius
faucibus purus vitae tempor. Nunc
auctor massa sed leo ultricies.

Button 2

H3 A long headline for
two rows.

Nullam at dictum orci. Donec id
sem in augue suscipit malesuada
vitae non ante. Vivarmus varius
faucibus purus vitae tempor. Nunc
auctor massa sed leo ultricies.

Button 2

Here you can find different variants allowed when working with text blocks.

Details text
Button 3

“Nullam at dictum orci.
Donec id sem in augue
suscipit malesuada vitae
non ante. Vivamus varius
purus vitae.”

H3 Along headline for
two rows.

Nullarm at dictum orci. Donec id
sem in augue suscipit malesuada
vitae non ante. Vivamus varius
faucibus purus vitae tempor. Nunc
auctor massa sed leo ultricies.

Button =

H3 Along headline for
two rows.

Nullarm at dictum orci. Donec id
sem in augue suscipit malesuada
vitae non ante. Vivamus varius
faucibus purus vitae tempor. Nune
auctor massa sed leo ultricies.

Button &



Sections - Text Image
Text + Image variants

Desktop

H2 Along headline
for one or two rows.

_NC

Button »

H2 A sho

T

H2 A headline for
one or two rows.
Mullam at dictum orci. Donec
id sem in augue suscipit

malesuada vitoe non ante,
vivamus varius fausibus,

H2 A headline for
two rows.

Button 3

|

H3 A short headline

H2 A headline for
one or two rows.
Mullam at disturn orei. Donec
id sem in augue suscipit

malesuada vitoe non ante,
vivarnus variug foucibus.

Hullam ot dictum orgi, Donec
idsem in augue suscipit
malesueda vitee nen ante,
WVivamus varius fousibus purus
witoe temporn

Button »

Here you can find different variants allowed when working with text & image.

Mobile

H2 A long headline
for one or two rows.

Button >

Button 3

H2 A headline for
‘one or two rows.

Hullarn gt dictum orcl Dones id sem in

g it e
wivarns varius fousibus.

H2 A headline Button &
for two rows.

Rullorm at dictum orei Donec id semin augue
susEIRIt malesunda vitas nan ante. Vivarms
variug fawcibug puris vitae tarmpos

H3 A short headline Button 3

H2 A headline for
‘one or two rows.

Rullarm gt dictum orcl Donec id sam in
Augue sussipit malesuoda vites non ante,
vivamuzs varius fausibus,




Sections - Text Image
Text + Image variants

Desktop

H2 A headline for
one or two rows.

Mullam at dictum orci, Donec id
sem in augue suscipit
malesuada vitae non ante,
vivamnus varius faucibus.

H2 A headline for
one or two rows.

Mullam at dictum orci, Donee id
sem in augue suscipit
malesuada vitae non ante,
wivamus varius faucibus.

H2 A long headline
for two rows.

Ml at-dict i Dv

B ; i

mialesunda-vitae non-onte;

Here you can find different variants allowed when working with text & image.

Mobile

Button ¥

H2 A headline for
one or two rows.

Mullam at dictum orci. Donec id sem in cugue
suscipit malesuadao vitee non ante, vivamus
varius faucibus,

H2 A headline for

‘one or two rows.
Mullamn at dietum erel. Donec id sem in ougue H2 Aleng headline
suscipit malesuodo vitoe non ante, vivamus for two rows.

wvarius faueibus,
Nutom ot dicturn orgl, Donec id sem in cugue

suscipit malesuada vitae non ante-




Sections - Text Here you can find different variants allowed when working with card type blocks.
Card variants

Desktop Mobile

H3 A headline for
one or two rows.

Mullarn ot dictum orci,
Iders donec sem in augue
suscipit malesuada vitae
nan ante,

H3 A headline for
one or two rows.

Nullarm at dicturm orci,
Iders donec sem in augue
suscipit malesuada vitae
non ante.

H3 A beadlie for ore
o b ronT,

Faharm ot distuan orel kiira enes
aum i cugue sussiph molsausda
o nen onea

12 8 headling for ore
o b nows.

Fatlam o distum el bees donas.
0m 1 aUgu usai molesudn
w02 nen e

H3 A headline for H3 A headline for H3 A i for s
s row,
one or two rows. one or two rows. R RO R Ay
[ R ——————
Nullam at digturmn erei. Id Mullam at dictum orciid
donec sem in augue donec-seminougue
suscipit malesuada suseipitrralesuada
vitae non ante, witae nen-ante:

13 Aheodine for ane or
[0y

Btsbom ot cicrum arei 14 does
£om in SuguE s Mol
witna nan

Butten

H3 A longer headline H3 Allonger headline
for two rows. for two rows. 1A )Acu hed e oA

P o dictunn e, b e s
g et mehesdo vt s,

Mullam at dictum erci. Id
denec sem in cugue suscipit
malesuada vitae non.

Mullam at dictum orci. ld -
denec sem in augue suscipit
malesuada vitae non.

13 A Tongor headling for twe
raws

Kufkorn, o e ool b e g b
OGS LG kB0 Wae fan,



Sections - Text Here you can find different variants allowed when working with card type blocks.

Card variants

Desktop Mobile
H3 Aleng headline for two rows.
Vivarmnus varius fausibus purus vitae
tarmpor.
H3 A longer headline H3 Along headline H3 A long headline
fortwo rows. for two rows. for two rows.
H3 Along headline for two rows.
Vivarmus varius faucibus Vivamus varius faucibus L : ’ o
purus vitae tempor. purus vitoe tempor. Vivarmus varius faucibus purus vitae

ternpor.

Button >

Nullarn at dictum orci. Id
donec sem in augue suscipit
malesuada vitae non.

H3 Alonger headline for two
rows.

H3 A headline for H3 A headline for H3 A headline for
one or two rows. one or two rows. Nullam at dictum orci. ld denec sem in one or two rows.

augue suscipit malesuada vitoe non.

H2 A headline for o
P XX%  XX% XX%

- H3 A headline for
H2 A headline for two e e RS e

rows.

XX%



Sections - Text Here you can find different variants allowed when working with list & icons.
List & Icons variations

Desktop Mobile

E H3Short headline

H3 Short headline H3 Short headline Lorwm ipsum o .
@ 3 i . songeettur adipissing olit
Lorem ipsum dolor sit amet, consectetur Lowsers I A e hail oy T pharetra metus o
" elit.In rriebis e erses elit, In pharetro matus nec venenatis consactatur, verenatis consectutur,
n nenoti
consectetur Butten 3
o) Heshortheadine @ S S bt
Loum ipsam delar sit omet, B tonm st e
£ H3Shortheadine @ H3 Shortheadline conzectetur odipizcing clit bt s o
i Jalar sit anm . I G rer s P
Lovem Ipsum dolor sit amet, consectetur @ Larerr g sit amet, o i At S LR
adipiscing elit. In pharetra metus nec venenotis elit In pharetre mates nec venenotis consectetur, Button
consectetur Button ¥
E H3 Short headline @
Loewim ipsum olar sit omet, B
- g it
g H3 Short headline @ H3 Short headline I pharetra metus e
2 R s o veneratis cansectebur
Lorern ipsurm dolor sit arnet, consectetur @ Larem ip sit amet, wr i % conzeciobul
adipiscing elit. In pharetra metus nec venenctis alit, In pharetro metus nec venenotis consactatur,
cangectetur Butten
H2 A headline
[ fishortheading @ i B0 e
Lorem psum dokor st
omet. conseseur vkl fisby s s Shve e e i
adipiscing it In suBp s e
pharat metus rea
s cons 3
£ H3Shortheadline ® ST o ®
Lorem ipsum dolor sit amet, consectetur
adipiseing elit. In pharetra metus nec H3 Shcet headline @
il B H2 A headline Nullarm ot dietum orei. Donec id E 3
venenatis consectetur, smrn i e SUSSRGTE HaShort headling
for‘wo rows. mialesucda vitse non onte,

. e
weneeails comsagtonr
E H3 Short headline @ = @ = @

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. In pharetro metus nec E H3shoet headling @
vETENatis consectetur,

H3 Short headline H3 short headline H3 Short headline
[ P ——
Mulloam of dictum o Panes id Nullgen ot distum ceci, Donec id sl
E H3 Short headiine @ sam in cug ipit in augue suscigit.

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. In pharetra metus nec

venenatis consectatur, H2 Aheadline

for two rows,

ol sl sictusn rei Do i s in G
st ol mucda vitns nen erete.

] Pt hoodine

. . : S Fasiar ot ctstum sre aeve i e e
H2Z A heﬂdllne Nulla.m ot dictum c:rc.l. Danec id
serm in augue suscipit <
for two rows. kb e VIS R L. H3 A headline for one or
two rews. (ST
P n e L Ny A ot W S e
=) Hashort headline 3 Ha short headline B Muloinatbtuinti el L
SOV Y ORI ML YO
Hullam at dictum orci orec Kullom at gictum orc ones H3 A headins for one of hye rows.
i siem in ougue il sem im ou gue. E e ] ) s modine
s i Pailas ot chotum Sed anes i sem R S Y
b il i = Py
i i Hifom-ot-chotum-orchoreesd T b
Hé Shart headlin Hii Short headline Pt ot et e 4 e
= i == S = e g s . = Reiwo
Hulkam at dictum orcl ones Nullom at dictum arci cres
il e in guigus. el 300 % g

[ Mestamensheen ensipees 8 oy agrat
s,



Sections - Text
Footer variations

Desktop

Arrive”
@ @ @ X

Unsubscribe

Prafaranges

EasyPark GmbH, Grofie Civeistraite 26 30171 Homaver
wweasypark.de

Copyright 2025 EasyPark. Allights reservad.

©@ @ @ X

Ursubsserits

Preferances

EasyPark GmbH: Grele Diweaobe 585037 Harnower
weranamyparde

Gepyrght $3026 EaayPork All nights reserved:

Arrive”

©@ m @ X

unsubscrbe
Profararces
EasyPark GmbH
Grofe Diwaistralts 28

30171 Honnaver
www.casypark.de

Capyright ©2025 EasyPark. Allrights reserved

Arrive”

Here you can find different variants allowed when working with footers.

Mobile

Arrive”

© @ @ X

Unsubseribe

Freferengos

EasyPork GenbiH, Grofoe Diwaistealle 28, 30171 Horaewer
wenveasyparkde

Cogyright ©2025 EasyPark. Al rights ragireed

©@ m @ X

Unsubserisn

Proferences

EayPork-GmivH-Grofe Bowistrofie 26 301 Hormover
o ROk e

Comyright 3025 EosyPark- Al righta reserved.

Arrive”

© m B X

Uit
Frefersnces
EcayPark Gk
Grofe Divwaistrobe 28

SOEFEHommover
sk o

Copyright S2025 EasuPork. ANl ights reserved

Arrive”



Overview

Desktop

Light

Arrive”

Atitle for one

S - T S,

2 A kg heading for
P

Nullam at dicturn orci. Donec id sem in augue suscipit
malesuada vitae non ante. Vivamus varius faucibus purus
vitoe tempor. Nunc aucter massa sed leo porttitor ultricies.
Integer locus tortor, viverra eget suscipit nec, congue et
libers. Nullam ut aliquet eros.

2 & hoodline for
0 e bws reas.

MNullam at dicturn orci. Donec
id sem in augue suscipit
malesuada vitae nan ante,
vivamus varius foucibus.

Button &

K2 Along headlies
far an ar twe o

H2 A hacding

O WO TOWe, Nullam at dictum orci. Donec id

SEM in augue suscipit
malesuada vitoe non ante.

== ® 2 ®

At A hoanting
Nullam at dictum orei. Donec id MuBlom at dictum orci. Donec id
SEIT in Gugue suscipit SO in Qugue SUSCipit,

2 Alsng hoadline

far two rows.

Nullam at dictum orci, Donec
id sem in augue suscipit
malesuada vitae non ante.

o ®

Lerem ipsum dolor sit amet, consectetur
adipiscing elit. In pharetra metus nec venenatis
consectetur,

Nullarn at dictum orci. Donec
id sem in Qugue susci

malesuada vitae non ante.

&5 o ®
Lorem ipsum dolor sit amet, consectetur

adipiscing elit. In pharetro metus nec venenatis
consectetur,

== - ®
Loremn ipsum dolor sit amet, consectetur
adipiscing elit. In pharetro metus nec venenatis
consectetur.

== - ®
Loremn ipsum dolor sit amet, consectetur
adipiscing elit. In pharetra metus nec venenatis

consactetur.

m o X

Unsubscribe

Preferances

EasyPark GmbH
Grofe Diweistrofe 28
30171 Honnaver
www ecspork.de

Copyright ©2025 EasyPork. All rights reserved.

Arrive



Overview

Mobile

Light

{ D Ny N

Arrive”

A title for one
or two rows.

Subheadline — a shorter subheadline.

H2 A long headline
for one or two rows.

Nullam at dictum orci. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
varius faucibus purus vitae tempor. Nunc
auctor massa sed leo porttitor ultricies.

H2 A headline for
one or two rows.

Nullam at dictum orci. Donec id sem in
augue suscipit malesuada vitae non ante,
vivamus varius faucibus.

H2 A long headline
for one or two rows.




Overview

Mobile

Light vs Dark

{ D Ny N

Arrive”

A title for one
or two rows.

Subheadline — a shorter subheadline.

H2 A long headline
for one or two rows.

Nullam at dictum orci. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
varius faucibus purus vitae tempor. Nunc
auctor massa sed leo porttitor ultricies.

Arrive”

A title for one
or two rows.

Subheadline — a shorter subheadline.

H2 A long headline
for one or two rows.

Nullam at dictum orci. Donec id sem in augue
suscipit malesuada vitae non ante. Vivamus
varius faucibus purus vitae tempor. Nunc
auctor massa sed leo porttitor ultricies.




Takeaways Arrive’

+ Our newsletter set-up is very flexible,
however, color modes, spacing and
typography rules must be followed to
maintain a consistent look and feel.

+ Blocks can be mixed, but please
balance them to keep a coherent

layout.

+ Use dark mode only when required.







Introduction On this section you can see few specifications regarding color
use & mode, scaling aswell as inspirations specifically for web
or digital use.

Other rules applied on previous sections such as CRM, and
SoME can be also applied to these touchpoints as
they share a similar nature.



Corporate website Foundation The primitives store the color value (HEX) for all colors used in the design system, brand
and neutral colors. Color tokens have been assigned for specific elements such as text,
background, icons, etc. The local variable system includes both a default mode and a
optimistic mode. These modes are applied to different sections within the design. The
colors listed here represent the default color mode.

Brand Text
The primithves stone the colos vahee Color tokens have bean assigned for

CHEX] for all eelors used in the design spéeific elements Luch B text,

system, brand and neutral colors. background, lcons, ¢tc. The local
variobie system incluges both a
dafault mode and a optimistic mode.

L] oo - o 80 These modes are applied to different Priemary ] Amgira e
sections within the design. The colors

listed hore represent the default color
— oA : Background
. LI
e P sa-rs wa-r
s o—
Border
0
Neutrals e _—
Icon

. o : : . . .
. . . . . N
Action

. . . sy i mangtionr
x

?.
-

Leon Surtace A Lo Burlos Hover ke Bt Hover

S Ot Lo Do 0 b Dt v

[ —— Ocon Divcind Lo Dt Dinsbied



Corporate website

The color mode settings can be found
under local variables. The default
colar mode defings our main pags
coor theme. The primary background
color serves as the foundation, while
the secondary background can be.
wsad for subitie callout sections or
Marg araas without images,

Mate: Additional color variatiles may
ba reeded for states and
Intaractions, but this provides a
strong feundation for our brand.

Default

Foundation

Modern Easy
Distinctive Sturdy

WIth cur eward-winning g, we hive been
Thaldping drivers sove time and monay since
2001 But what we dont stop there. We bulld
smarter, more livable cities - one parking spet
ot @ tirr

- -

Modern Eas?
Distinctive Sturdy

With our award-winning opp, we have been
halping drivers sove time and money since
2001 But what we don't stop there. We build
smarter, mare livable cities - one parking spot
ot o tima.

-

The Future of Urban Mobility

With cur award-winning app, we have bean holping
drivers sove time and monay tnes 2001 But whot e
ot sop thare. W buld smorter, mans Bvablo cities
- or parking spot ot & tme.

@O > »
8 8

=

The color mode settings can be found under local variables. The default color mode defines
our main page color theme. The primary background color serves as the foundation, while
the secondary background can be used for subtle callout sections or hero areas without

images.

Our bright color mode is designed to bring energy to a page and highlight key sections. It
works best with text or icon-driven content, as well as illustration-based sections. However,
it's less effective for images that blend too much into the background

Cour Lright color mode is designed 1o
bring energy 1o a page and highlight
kay sections. It warks best with text
oF icon-drvan content, &5 well a5
Hustration-based ssctions, However,
it's less effective for images that
biend toa much inta the backgraund.

In our system, colored sections are
referred Lo &e contained-sections. For
visual balance, always piace at least
ona cafault-primany-5action betwean
containad-secticns.

Bright

Modern East;
Distinctive Sturdy

With our award-winning app, we have been
helping drivers sove time and money since
2001 But what we don't stop there, We build
srmartar, mare livable cities - cne parking spet
atotima,

The Future of Urban Mobility

Modern Easgu
Distinctive Sturdy

With our award-winning opp, we have been
helping drivers sove time and money since
TO0L. But what we don't stop there. We buikd
smarter, mone ivable cities - ane parking spat
ata time.

@] -

The Future of Urban Mobility

With our crwnrd- wineing opp, we hove been heiping
ince 2001 ik

drhvars
ot wbag thees, W bl smarter, more livatile cities
= ores parking Sgot o1 o Tires,



Corporate website Foundation 4px/8px modular scale with a progressive size ratio (approx. 1.25x to 1.33x per step)

Dosktop 1440 px Mabile 350 px. Shyintic wiy

bt e - 6 g 1 o2 .

R g o, om0 B 0 R,

Subheading Unlock gour ciy's
porking peteritiol

oy = Uk e b o o b Pl B
et ——— T

Heading, Unlock your city's
parking p-o!enﬂa?

Foma g ey G Tt i o e e e,

b et e £ bt e bk
PP SR ——-——

Subtitle, Unlock your
city’s parking potential

Title Page, Unlock

your city’s parking
potential

iy 8 G- v e P e s
it e B D b e Y 5 W o B i,

i ot icecing ot e G bt it ek -
i 1o atogy e B MR

Title Hero,
Unlock your
city’s parking
potential

[ S e ppat e
e bt e < i Wt 2 . B P i,

byt v £ i o o bt
PR S —-——

+1457

P
Heoding, Unlockyowr ~ sessmsso s

city’s parking e ey
il i gt
S ———

e & o oy

Title Hero,
Unlock your
city’s parking
petential

e

Urban Planning

Urban Planning

Urban Planning

Urban Planning

More liveable cities

Morelivable dties

More livable ties

More livable dties
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e 80+
- 3.700+

Parking solutions

to transform
your city

r———

EosyPark Group Acquires
Parkopedia to Streamline
the Driver Experlence

uuuu £

EasyPork Group Acquires
1 Parkopedio to Streamline 1

Arrive” =

Features to be
released

OERE®
& <5360 kr
& +6360 kr
& +B360 kr \

Want to learn
more about our
solutions?

Weein by adding
mduzing 1 core,

{2 Data&insights
& Easier parking

<] Smarter city planning
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Arrive”

e i

Livable cities Solutions + Our business

Career NewsRoom Investors Partners
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Be the council that
saved the high street

balance parkine

@ilhdl driver demand — not by adding

additional parking spot cing the number cars.










Takeaways Arrive’

+ An extended color palette is available for
website design.

+ Readability is essential. Optimize for it on
both desktop and mobile.

# Use pink sparingly and strategically, and
don't overuse it.

+ Cleanliness is key. The website should feel
clean and airy, not cluttered or constrained.




Takeaways




General layout principles Keep things airy To create the open and optimistic brand feeling we'll strive for an airy layout if

possible. That means less elements on each page and a lot of white space.

Pro tip: Try making one object (eg. an image or a big quote/title) much larger than
the rest to keep a dynamic and interesting layout.

Cramped layout

Airy layout




General layout principles Boxy layout We also try to keep things boxy and aligned. This means using even-numbered
columns that can be divided by four and keeping the width of the content to
quarters, halves, or full.

Full

Half

Quarter



Cover variations

Macro (B2B/B2G)

<@

. - W makc eitias mone ivabie,
Arrive R ——
0 e GDout technalogy.

© Arrive 2024

Al rights rassrve

Arrive”

We make cities more livable.

‘W make cities more Busble.

V¥t st 5 BASSHONGRR ALCUL parking
waa 0w abiot tacheoingy

Arrive”

Groke Diveisbralie 20

Al ights reseried.

Arrive”

We male cties
more livable
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Cover variations

Mid range

A

Arrive”

" Making cities
more livable

047 Hannawer

Arrive”

" We make
Gties more
livable

N



Cover variations

(B2C) Micro
(Emotional) Full bleed

A

L ard




About spread

Macro (B2B/B2G)

For content we have only two options, eifhet full functional or more emotional

(B2C) Micro

&
Y

About the
EasyPark group

About EasyPark-group @

In 2021 she EnsyPark group acquined the giobal
prinider of digital parking services. the Paj NOW-
Emoup, including the apes Parkbiobsle, RingGo ond

Parking Dashboard
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A global provider
of digital parking
services.
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In 2021, the EasyPark group acquired the global provider of
digital parking services, the PARK NOW-group, including the
apps ParkMobile, RingGo and Park-Line. The EasyPark group
has unique market coverage with a presence in over 20
countries, more than 4,200 cities and works with over
5,000 park operators.
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Insights spread

Macro (BQB/ BZG)

nent

For content we have only two options, eifhet full functional or more emotional

(B2C) Micro

EasyPark insights

Trading is less risky when decisions
are supported by good data.
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“Trading is less risky
when decisions
are supported by
good data.”

Inventory taking
Cetermine the bype ard number of parcing spaces i

ach tarif zone, Exming diffenent sections.of the
road and find out what restrictions apply.

Data on parking spoce utilization

Discover the strests and areas that are most i
o

Advice
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park ecoystem

EasyPark smart bk
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the probssbilty of finding & fres space at a ghven time.

trom ol digital parking ticket machines
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E-load + CameraPark For content we have only two options, eifhet full functional or more emotional

A

Electric vehicle charging is an increasingly important About E-load The European Commission aims to have st least 30 milkon
EQSI[ PQI‘k E'IOOd part of the infrastructure for drivers and cities alike, electric vehicles on the roads by 2050 With the growing
and the trerd is accelersting quickly. number of dectric vehicles, mone charging stations are

eing provided in cities, and mare 8nd mare perking
SPBCES now also serve as cnargmg stations.

EasyPark offers a platfarm-independant salution for
wehiche changing and an easy way 1o Hrd, manage and pay
Tor parking spaces and charging stations - on end off the
road with just & few clicks in the app. Very simple! The
EasyPark systern integrates seamlesshy with all cherging
‘stations in cur network and eliminates the need for
cumbersome payment stations.

Everything is managed through ou eagy-to-use app.
Leading ard parking transactions are automatically logged
in our EasyPark Inteligent Cloud (EPIC), while users have
the corvenience of lnading using their praterred method
A the same time, as an operator, you benetit fram
comprehanaive and worry-free crodit coverage

Featu = Fast and easy + Eazy tofind charging
KBH res registratian far new =tatians i the spp and 1o
e, charge.
+ Large sslection of + Start, stop ared exterd
payment options. parking and charging
processes via the app,
- &
Cars quauing &t the entrance, complex cash payment Easypark has addressed thess challenges by integrating
co mero porklng processing and low ozcupancy rates are somse of the ‘DOIJI Camera pﬂklﬂg itk leading providers of parking
maost commaon issues we have identified whils working solutions, inchuding emibecded Automatic Number Fiate
with hundreds of off-street operators ecross Europs. Recognition (ANPR) technology. Qur focus is on aligning

ourselves with sur partners’ business goals. Through these
integrations, EasyPark enables its custemers 1o enjoy the
benefits of seamless camers contral technalegy that
allerws for effortless entry and axit af systems witheut
additional sleps.

Operstors and cities enjoy happier customers and can
simultanecusly morease their sakes and reduce costs
when they use Easy@ark in their facifties,

KggFaatum + Smooth i iore Seamless i i

aystems that brings innovation without turbuence.

+ Optirmized traftic Tows: Simplified and quick Access 1o
garages for drivers.

Flesdbility ard centrol: Drivers can activate the service
b ensuring parking

EHpETiEnce.

+ Risk minimization: Recucing the risks when managing
cash payments

= Cost savings: reducing the cost of maintaining parking
ticket rrachines




E-load + CameraPark

(B2C) Micro
(Emotional) Full bleed

m Rizk minimization

~

EasyPark E-load

Camera parking s

Rechucing thea sk whain ranaging cosl)

PayrIRnEL,
Electric vehicle charging is an increasingly important part of : Optimized trafic flows ff] Costsavings
the infrastructure for drivers and cities alike, and the trend is Cars queuing at the entrance, complex cash payment Simplns and quick oecess 1o grage for i oo of i g o

processing and low occupancy rates are some of the drivers
most common issues we have identified while working
with hundreds of off-street operators across Europe.

accelerating quickly.

Flaxibsility and control

About EHoad

i dim bo 130
i electric vahicka on the rasch iy 20300 With the.
Ereming ramiber of slectric vahicks, man changing

. R T CHd Gl T

Pearking. BEACHS: v SR BN &8 Charging slalions.
EapyPart offers o platform-ingependee sohiion fee

ity changing and i oicy way 1o fred manig e

by B arkeng pacin Sncl Chirging SEAtiors - an and

o thar e with st o bew cGER ) Ehe app.

ary simplel

i R i ith a1
ChATging AT in ur networs ard simicates the reed
for ke s et Aaticns.

Everything is mbr:“newﬂll\mh N iy = 0= U O
Losih parking - g

Vg i e EdyPark Intedigant Chaud (EPACL whie
users hinsn T Coneniencs of ading using thiir
pristoered mathod

ALt B 1ime, 46 an operator, you benalit from
COMPrEREVS e worry-Iress ARG Coviragn

Key Features

47 Frasd e easy
Fost and sasy registration for new users

Paygjment options
Lorge sefection of payment optians.

Find charging stations
Easy to #nd charging stations in the opo and
o change.

@ 4
‘Stort, stop ond extend porking and chorging
processes wia the app.

About CameraPark

Ensypuark hisa ackchessnd thess challenges by ntograting
with kst pravidins of sutomated came s parkng
ciutinns. Fchidng embsedded Automatic Nurier Flits
Rrcognition [AHER] techrology Ou focus & on Wigning
Guragves vith cur partrers’ business gosts.

Thrcasgh thess integrstiors EasyPark bl it
Guskarners b enjoy the benafits of seamiens cama s

it of gterme without sdditional steps.

Cperatars and cities enoy happier cUstomans and cen
EmuRBrmcusly ifcreass eir sk and mouce costs
witwen thery uee EssyFark in ther Bscilities.

Dvbetes Can Octhate the sorvice whan
necessary ensuing o customer-conachod
porking expriance.




Dashboard + Parking App

~ Macro (B2B/B2G)

For content we have only two options, eifhet full functional or more emotional

A

Parking
Dashboard

Intelligent parking
management

Key Features

The EasyPark parking dashboard uses the most
important kavers of parking managsment:

The EasyPark parking dashboard provides a macro
overview of the entire parking ecosystern and
provides cities and property owners with excellent
insights into parking behavior,

Wi hep you, benetit from the data we collect by
connecting, classitying, interprating and prasenting it in a
user-friendly interface.

The mare dgitalized your park ecosysten is, the mare
ddata and information you receive, The data comes from
al cligitel systens used, such as: mobde parking providers,
digital parking ticket machines, digital permits, digital
contred and car parking ns.

Togathar, this data forms your dashboard and by
chonging EasyPark Smarkll to manage your data, you
ensure that all data is visualized,

» Park visuslization: Monitor your oparational £Fs in near
raal-time (data updates every hour) and increasa your
situational awareness.

= Efficient controb Stresmiine enforcement processes
and minimize insfficiencias.

= Financial and operational owarview of the city and
patterns in parking bahavior.

= Gain insights into the naxt step in optimizing,
astimating and measuring the impact of maasures on
key metrics.

‘isusliza park inventory and occupsncy data that can
b flown with our EasyPark insight solution.

Inverttary

Hurrines of spacas avaiabie.
I ——§
Taring

Tarritarial usa

Prices.

Retes/Ares
——
Restrictions.

Perrils, reatrictions

Cartrol

. weflcha scan

The EasyPark

parking app

About the parking app

EasyPark has more than 22 years of experience in
the parking industry, cur parking app is now the most
widely used schution in Europs.

Diigd we rention that the apg has top ratings in the Apple
and Google stores? Yes, it has it! Because it offers drivers
treedaom, conmfort and rellsbdity.

EasyPark can be Used in mavy places in garages, at
airports and of course on the streets. Ou mobibe solutionds
alw drivers 1o SLaT, Stop of extend & parking session
from their pﬂnﬂe or vehicle, Qur Leer-rriennlf interfaces
give you the freedom to organize your day knowing you
are in full control

ff]  Optimize the driving experience
Ineretes parking sotistostion by providing drivers
with o seamiess experience

Secure payments

Minimize the risks ossocioted with cush poyments
oy using pecune dgitgl tronEaCTions.

Gain insight into demand
Accpss youchle data on parking demand and refine
dlecisian-maing processes.

Promote digital adoption

Dirive digimol development and promate comfortoble:
and modem parking saktions.

Save maintenance costs

Sigriificantly reduce sxpenses for maintaiing
i 5, Sysh e opstir

allocation



Dashboard + Parking App

(B2C) Micro
(Emotional) Full bleed

~

Parking

Dashboard

The EasyPark parking dashboard
provides a macro overview of the
entire parking ecosystem and
provides cities and property
owners with excellent insights
into parking behavior.

Inteligent parking
management

mmhwumtﬁmwu»edwmeodlmtw
connecting. dintfying. nterpreting end presenting itin e
usar-frienchy iecface
T'IGM'E‘GUN‘MW\" park ecogpstern i the mone
iy s o mation you recene The dets comes from

usedl 2uh 3¢ mokike
wigital parking ket machines, digital perrita, digital
G0Nt s ButGmated in—car pareig transactiors.

Togeaher. this data farms o dishibosd snd by

choosig EssePerk Smarthll o merage your dsta o
wvurs that o data i visusdizerd.
« b your rear
o
sinmtional awreness.
and minimizs ineffiencies.
patieens in parking behamicr. i

+ Gam nsghts into the net step in optimizing.
and measuring he impact of measures on
key metrice.

%  and aoaupancy can
e fioven with cur EssyPark insight sokution.

The EasyPark
parking app

EasyPark has more than 22 years of
experience in the parking industry, our
parking app is now the most widely
used solution in Europe.

Intelligent parking management

qummmnuappmmpmgsnmw
Ve s

heunmhnanurﬂdxinf

EnayPark can e used in many places. in garages, at
arports and of cours on the streats. Our mobie
sclutions slicw criwers £ Start, stop or extend o parking
memsion from ther phone or vehicle, Our user-triendy

krrowin e are i ful corarel

Key Features

&, Optimizs the driving experience
Incracran prarking senistoction by prasiding
e Wil 8 S aspriane,

Secure payments
Minimize the risks ossocioted with cash
payments by using secure digal tran-sactions.

Promote digitel adoption

Crive <digbal devsiprment ond promots
eomfrinkls ord modem porking eclutiorn

Guain insight inta demand
Aocass waluobie dots on padking dernand and

Tefing decisian-moking processos

Sava maintenanca costs

dlocotion.



Overview
Option 1

Cover

“ve” Making cities
more livable

Arrive”

E-Load + Dashboard

EasyPark EHoad  ovonomvimirom g oo

Cameraporking I UTUIITITy dbesdme pking

About

About the
EasyPark group

dtous Bombork-grup

~'

Camera parking +

Parki
Doshg%nvd

g kg
e

e

Parking app

The EasyPark
parking App

o peingopn

Example of all pages in restricted version with the exact same content on each
spread.

Insights

EasyPark insights




Overview Example of all pages in the more free option with a more airy layout and some
Option 2 contents switched out or placed on two spreads instead of one.

Cover About Insights

«w  |Ae make A global provider o gt e gy EPgs

the £ - ta]
of digital parking ettty probprr et - i e o
(Itbs mo.re 4 cunr 20 SauniTios, more Than 4300 cities And works with T s s e e e it
ouRr 000 pirk GpRraDes o
services. I = .,

livable s 2

“Trading is less risky
when decisions it S
are supported by e

good data.” ==

E-Load CameraPark Dashboard Parking App

The EasyPark
parking app

EisyPark his maona than 22 years of
exparioncain the parking b \ eur
parking app i@ naw the mast widely

Parking

EasyPark E-load Camera parking
s o, Dashboard

Ekxctric i gk
e infratniu or difviens and citis ke and e Trend is
AcCakraEng cuickly.

o
procsssing aned low o copand; sema of the

with Ik of E-Street opantos
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Inspiration copy




Takeaways Arrive’

+ Our brand is airy and minimalistic, we should
not overload pages with text.

+ Regarding level of expresiveness, covers can
have three direction meanwhile content have
only two: more functional or more emotional
oriented layouts.

+ Keep our layouts bright and positive, do not
use purple backgrounds except for the cover.







The Event Concept
- A coherent brand expression

The event design concept is a physical adaptation of Arrive's
brand identity, translated into a dynamic, real-world experience.

Every element, from products, materials and colors to spatial flow
and lighting, is curated to reflect Arrive’s optimism, simplicity, and
connection to urban life and mobility. The goal is to create a
flexible, recognizable presence that feels intuitive, welcoming, and
distinctly Arrive, no matter the event size or location.



Event concept Just as the design concept for the brand identity, our event design draws inspiration
from the geometry of cities — roads, buildings and city blocks. And the pulsing
urban flow of people and traffic that weaves and bends through cities.

Geometry Flow

)




Event concept Design principles Arrive's brand should feel modern, sustainable, and dynamic, mirroring the urban
mobility experience. The materials and shapes should communicate:

Seamless Mobility & Flow Innovation & Technology Sustainability & Smart Cities Urban Lifestyle & Geometry
Curved structures, fluid lighting, Interactive screens, LED- Light wood, recycled materials, Bold color contrasts, sleek
soft textiles, open airy layouts. lightning, glass, metallic finishes upcycled plastic, greenery. modular and modern furniture.




Booth Zones Each booth is organized into key zones based on activity: a welcoming entry, an
eye-catching experience, an engagement area and a zone for deeper discussions
and lead capture — creating a clear, flexible, and memorable flow. It will however

adapt depending on booth size.

Event concept

. S ._
| i
. - n_ Vo)

oK

Entry Zone (“Arrive”) Experience Zone ("Move”) Engagement Zone (“Discover”) Networking & Closing
; T oY, o ; BT o s i s i B R L B R ("Park"&"Depart")



Event concept

Materials

.

Light-wood, polymers, fabric,
glass, brushed metal
Sustainable

Innovative

Smooth surfaces

Colored surfaces

No patterns

Mood & Aesthetic

Shapes

L

L

-

Bold

Contemporary

Geometric

Sharp edges balanced with
smooth curves

Modular

Through careful consideration of materials, shapes, colors, lighting, and spatiall
composition, we create a event experience that embodies the essence of the brand.

Colors

* Purposeful use

+ Color as guiding
* Energizing

+ Gradient

+ Bright over dark

Space & Light

+ Open spaces

* Free flow

» Optimistic

+ Bright

+ Uplifting

* Future inspiring




Event concept Mood & Aesthetic Our material selection features smooth surfaces in light-wood, frosted or gradient
Materials colored glass, polymers, and brushed metal. Textiles adds warmth and texture. With
a focus on refined, colored finishes, these materials create a modern, innovative and
sophisticated visual experience.

Smooth polymers




Event concept Dynamic setup

Avoid repeating design Dynamic setting

Be mindful of the usage of the assets throughout the whole setup. Avoid Make sure to have a dynamic setup of assets, materials and colors. It's

repeating designs on multiple areas and using a non-dynamic color scale. important to make one are or object stand out more, preferably one big logo
or one strong color on the main event in the booth.

Arrive” Arrive”

» Too mapg big logos everywhere *+ One center piece/focal point
* Repgdting design & messaging * One clear main messaging
. dynamic usage of colors/assets  Supportive messaging / product/service



Physical translation

Colors » Colors

L]

A Pink brand

* Purposeful use

+ Color as guiding

* Energizing

+ Statement

» Bright over dark

» Business to consumer

Typography > Shapes
» Geometric
* Fluid / Flow / Curves
» Bold
» Contemporary
* Curved furnitures & walls
» “Loopy” details

The event concept is an extension of the brand identity, translating the visual

language into a physical environment.

Gradient > Lighting & Materials
+ Digital screens
+ Gradient lighting
* Integrated light
* Interactive light
* Gradient colored glass
» Gradient colored textiles

Layout > Space & Light
* Modern

+ Minimalistic

+ Open spaces

* Free flow

* Optimistic

* Bright

+ Uplifting

Space




We will apply the use of color following the principles and guidelines established in
our visual identity, ensuring consistency and clarity across all applications.

i a
I :
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Color 60/30/10-Rule To keep the light and optimistic feeling even in our event concept, we color our big
areas, like walls, floors and furnitures with our brighter palette. For smaller pieces of
furniture, counter and details we can add pops of color. In some exceptions we can
use stronger hues of pink on larger areas to make a statement.

60% 30% 10%
Walls & floors Furnitures, walls & floors Center piece, attraction or details etc.




Color Color as functional Colors are chosen with intent, not everything needs to be pink. When balanced right
the colors can be used to guide the user, create an uplifting experience, to make a
statement or draw attraction to a specific zone.

Guiding Uplifting

- Gradient color used to create an uplifting exprience.




Shapes Walls At the core of the brand identity is the dynamic flow of people, traffic and mobility
weaving through cities. This flowy rhythm, embodied in the fluid shapes of the
typeface, translates seamlessly into curving walls, counters, and other custom-
designed elements.




Shapes Furnitures When applying the fluid language of the brand to furniture design, we focus on
organic yet geometric shapes that embodies a continuous flow.




Shapes MISC The translation can extend to even the smallest objects—whether it's lighting
fixtures, accessories, or decorative elements—creating a cohesive, harmonious
atmosphere that resonates with the brand'’s identity at every level.




Sky gradient Lighting Lighting alone can create a gentle ambient gradient effect when used to illuminate
surfaces like walls or a counter. When combined with color, this effect becomes
more pronounced. The result is a soft, light, and optimistic atmosphere.




Sky gradient Gradient glass An elegant organic gradient can be seamlessly applied to glass, introducing a
sophisticated, premium touch. The transparency of the glass not only elevates the
design but also amplifies natural light, creating an open, airy, and uplifting
atmosphere throughout the space.




Sky gradient Coloring Gradients can also be effortlessly applied to colored surfaces, such as walls,
counters, and even fabrics like curtains. When used on a larger scale, the gradient
creates a bold, striking visual effect that enhances the overall aesthetic.

Order your
Galaxy E =




Space Open & Airy Drawing inspiration from the modern, white-space layout, we can craft open,
free-flowing spaces that evoke optimism and a sense of possibility. Bright, uplifting
lighting further enhances the environment, fostering an airy, forward-thinking
atmosphere that inspires creativity and promotes well-being.




Space Frictionless Experience "Inspired by the seamless flow of a city, we create a frictionless booth experience
that mirrors the effortless flow of Arrive’s services. By eliminating dead zones,
avoiding interruptions in the flow and incorporating design elements like round
tables, we encourage conversation and meaningful connections.”

~ Curved walls




Space City Details We can take further inspiration from, and symbolize the urban context in which
Arrive operates, by subtly incorporating wayfinding elements, transportation
signage, and features from parking areas.

Ooirocticon
Strt-NTsartim-—-c’' Hores

Campus




A modular, flexible and Each booth size is built on the idea of a flexible and modular

buildable booth system system, ranging from the most functional and quick to install to the
most premium products and immersive experience. Think of it as
assets in a toolbox that can be added and built upon to create a
customized experience, no matter the size.



Scalability

Functional Mid range

Smalll Medium




Scalability Expresiveness scale Depending on the type of event, each booth size allows for a scalable level of
expressiveness, tailored to the target audience and aligned with the brand’s design

guidelines. This flexibility means that across all booth sizes, the design can adapt—
becoming more bold and expressive or refined and professional, depending on
whether the event targets a B2C or B2B audience.

Emotional
B2C
N
) )
smaller | > Bigger
booth size booth size
B2B/B2G

Functional



Scalability

B2B/B2G

Here's an example of how a product scale in terms of both the booth size and the
expressiveness. Adapting not only in booth size but also in its level of expressiveness,
depending on the event's scale, audience, and desired brand impact.

Mid range B2C

N

&
Y

Arrive”

Improving
aty flow

Mgy SOLUMoNg

Together we
make dtieg
more livable




Small

10x10, Small Event Booth
The Instant Connection Point

Designed for flexibility and quick setup, the small booth brings Arrive’s
brand to life in compact spaces.

Focused on easy transportation and installation or ready-made solutions
that can be rented from the organizer/vendor. With core assets like
branded backdrop, digital display, print collateral, easy activations and
small givaways.

It's ideal for high-traffic, low-footprint events, this kit delivers visibility,
clarity, and presence with minimal gear and maximum impact.



Smalll

Booth setup:
» Analogue booth wall
Roll-Ups
Table cover
Digital screens
+ Brand visuals for screens

Extras:
* Uniform
« Giveaways

Analoge booth wall

Pop-Up counter

Roll-Ups '
Arrive”

Improvi
dity flow

Brand visuals for screens

Table cover




Small P—

Uniform ID-Card

10: 530413

Arrive”

Extras:
+ Uniform
Giveaways

A

Giveaway - Car freshener Givaway - Umbrella
IJ -

Arrive fresh.

Brochure + QR

Atrive Ory




Medium

10x20, Medum Event Booth
The Engagement Station

Balancing presence and agility, the medium booth elevates Arrive's
visibility with layered storytelling and brand interaction.

Portable customized solutions that easily can be brought along to several
events are added to ready-made solutions. Featuring modular walls,
product demos, custom furnitures, digital touchscreen and more, it
adapts across markets while driving clarity and recognition.

This setup encourages flow and exploration, creating a strong yet flexible
footprint ideal for industry expos and regional activations.



Medium o s

Analogue booth walll

| |

Booth setup:

« All small event units
Digital booth walls
* Banners
« Touchscreens

-

Hanging flags Digital screens Touchscreens

MOy SOUMang

Togetherwe
make dties
morelivable




Medium

Booth setup:

L]

.

L]

L]

-

L]

.

L]

All small event units
Digital booth walls
Banners
Touchscreens
Customized counter
Customized furnitures
Lighting

Custom flooring

Extras:

Easy Activation & Engagement
Interactive

More givaways

L]

.

L]

Custom counter

Signage




AL N

Giveaway - Laptop sleeve Givaway Isable waterbottle

Medium

Givaway - Sunglasses

Booth setup:

« All small event units

» Digital booth walls

« Banners

« Touchscreens

» Customized counter
» Customized furnitures
+ Lighting

+ Custom flooring

Extras:
- Easy Activation & Engagement
* Interactive Ny .l -

+ More givaways Charging stations (

Bonus activation idea City heatmap




Large

20x50 / 20x40, Large Event Booth
The Immersive Experience Hub

The large booth is a full brand environment, where the Arrive brand truly
can be brought to life. Focused on a conceptual level, where we can do
more customizable solutions for events of larger scales.

Built around city flow and seamless movement, it features fully custom
built solutions, multiple activation zones, lounge areas, product
showcases, premium givaways, large installations and bold visual
architecture centered on our signature statement piece.

Designed to scale across global flagship events, it delivers depth,
presence, and a distinctly Arrive experience.



Entrance

4

Large ’ -

Booth setup:
« All small & medium event units
+ Entrance
* Custom walls
+ Stage
* Integrated Light

+ Sculptures
* Installations

A & F

Large roof installation 4

' Sculpture

A




Large

Booth setup:
All small & medium event units

Entrance

Custom walls

Stage

Integrated Light
Signage & Wayfinding
Customized furnitures
Lounge areas

Extras:

(‘,wl

Sculptures

Installations

Interactive (VR, AR, screens)
Live demos

Premium giveaways

itegrated light

Wall lights

Gradient light

Light installation




Large

Modular furniture Modular furniture

Modular furniture

i o — o —

%\_i‘y\L k\)‘i_‘:_ffj;‘j_!{{j_h_c’;;
Booth setup: RS oA S G
« All small & medium event units
Entrance
Custom walls
Stage
* Integrated Light
Signage & Wayfinding
+ Customized furnitures
Lounge areas

Extras:
Sculptures
* Installations
Interactive (VR, AR, screens)
Live demos

Premium giveaways

& 0 LLLLLL R |
— ll Lounge area

i L




Bonus activation idea sractive li Bonus activation idea Light installation

Installations - I I

Interactive (VR, AR, screens) Premium parking simulation Bonus activation idea Movement activation
Live demos -

0000800000 I CEy
o ::'-':Z;;,:;.i—;GGL““’GOO’JJO'"'
c




Large

Givaway - Gradient drink t 4

Booth setup:
« All small & medium event units
* Entrance
* Custom walls
+ Stage
+ Integrated Light
+ Signage & Wayfinding
* Customized furnitures
* Lounge areas

Extras: *"—'-:.—\_"ﬂ\
* Sculptures

* |nstallations

Interactive (VR, AR, screens) Givaway - Powerbank Givaway - Noise cancelling airplu
+ Live demos 3

Premium giveaways N ‘

L]

L




Statement / Signature piece A statement or signature piece can be something rememberable
from the large booth concept, for example a striking roof
installation, a custom-designed piece of furniture, or the use of
curved walls. It can even be the way we design our booth layout
with a seamless flow. If its distinctive enough it can be a signature
piece. Let's explore some great options.



Statement / Signature piece 3D Sculpture

\

0\

ke Fing as lowrgescape

by 2L




Statement / Signature piece Lighting & gradients




Statement / Signature piece Furnitures & activation




Takeaways Arrive’

s oL + The event concept can be divided into three
levels of production: small, mid, and large.
These can all be adjusted to level of
expressiveness.

+ Keep the installation airy, making space to
interact and engage. Don't overcrowd the
space.

+ Use colors, curves and light to lift the brand
and create the desired emotional response.

+ Keep event design consistent with the use of
a "signature” piece, to be present in all events.




Offices




Concept

The concept for the office environments is a physical adaptation of the
brand identity. Through careful consideration of materials, shapes,

colors, lighting, and spatial composition, we create a workspace that
embodies the essence of the brand.

Make sure to always follow the brand identity guidelines on usage of
colors, typography and other graphical brand elements.



Office concept

Application areas

Stage1

Entrance areas
Impactful

This office concept applies brand identity with varying levels of intensity depending
on the function and atmosphere of each space, ensuring a cohesive yet adaptable
experience.

Stage 2
Communal social areas
Balanced

Stage 3

Meeting rooms
Nuanced




Office concept

Materials

sustainable

innovative

smooth surfaces

light-wood, frosted glass, polymers,
textiles, brushed metal

no patterns

Design direction

Shapes

* bold

+ contemporary

* geometric

« sharp edges balanced with smooth
curves

Colors

* purposeful use
« from energizing to calming
* bright over dark

Space & Light

open spaces

+ free flow

optimistic
bright

uplifting

future inspiring




Office concept

Smooth polymers

Materials Our material selection prioritizes sustainability and innovation, featuring smooth
surfaces in light-wood, glass, polymers, and brushed metal. Thoughtfully chosen
textiles add warmth and texture. With a focus on refined, colored finishes, these
materials create a modern and sophisticated visual experience.

Textiles e Frosted or colored glass Smooth surfaces



Office concept Bold and contemporary, our design language embraces geometric forms that
balance sharp edges with smooth curves. This interplay creates a striking yet
harmonious aesthetic that feels both structured and fluid.




Colors Colors are chosen with intent, balancing bright, energizing tones with calming hues
to create a harmonious atmosphere. Vibrant accents are paired with bright neutrals
to maintain visual clarity and cohesion, ensuring a dynamic yet refined aesthetic.

Office concept

Color intensity

N

Surface area



Office concept Colors usage Colors are chosen with intent, balancing bright, energizing tones with calming hues
to create a harmonious atmosphere. Vibrant accents are paired with bright neutrals
to maintain visual clarity and cohesion, ensuring a dynamic yet refined aesthetic.

60% 30% 10%

-

Off-White Walls ~ Interior details
Floor y Surfaces
Furniture Kitchen
Kitchen

Frosted or colored glass W : : Gradient Statement pieces
2 ) ' iles

Colors Walls (used sparsely) Colors Walls (used very sparsely)
Light Sofas Vivid / Dark Interior details

Carpets Objects

Cushioning Surfaces

Objects
Other furniture




Office concept Colors and inspiration Colors are chosen with intent, balancing bright, energizing tones with calming hues
to create a harmonious atmosphere. Vibrant accents are paired with bright neutrals
to maintain visual clarity and cohesion, ensuring a dynamic yet refined aesthetic.

Interior highlights & Furniture

ind colors




Office concept Colors and inspiration
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_ Light / Experienc




Office concept Space & Light Open, free-flowing spaces are designed to inspire optimism and a sense of
possibility. Bright, uplifting lighting enhances the environment, creating an airy,
future-forward atmosphere that encourages creativity and well-being.




Stage 1
Entrance areas

The concept for the office environments is a physical adaptation
of the brand identity. Through careful consideration of materials,
shapes, colors, lighting, and spatial composition, we create a
workspace that embodies the essence of the brand.

Make sure to always follow the brand identity guidelines on
usage of colors, typography and other graphical brand elements.



Stage 1 External Signage 3D
Entrance areas




Stage 1 Signage
Entrance areas




Stage 1 Wall & facade
Entrance areas

P
" Gradient vinyl
; !

L

Gradient wall and metal logotype



Stage 1 Reception desk
Entrance areas

Curved and illuminated desk In brand colour




Stage 1 Furniture
Entrance areas

-
Lounge area

'BOB Sofa from B3 Stationen _

Bold, rounded seating area set in hues of pink with matching carpet



Stage 1 Interior details
Entrance areas

Soft dividers , I Colored cushions

Gradient cushions

Can be placed easily within a space




Stage 1 Interior details
Entrance areas

Vase, Alvar Aalto, Dark lilac Coat hangers Decorative bowl

Chunky mug, Gustaf Westman

Colored glasses

For guests waiting, more premium



Curved integrated ligthing that enhaces the space

Integrated soft, gradient ambient lighting




Stage 1 Statement piece
Entrance areas




Stage 1
Entrance areas

Gradient light installation in the reception area

Sensory marketing

Incense in brand color

Possible theme: smells of a morning
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Stage 2 In shared spaces like lounges and break areas, the brand identity is

Communal social areas integrated in a more balanced way. While still visually present, it blends
harmoniously with the environment, using a mix of brand colors, shapes,
subtle graphics, and materials that create an inviting and comfortable
atmosphere. The goal is to foster connection while maintaining a
recognizable brand presence.



Stage 2 Wayfinding & Signage
Communal social areas
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Stage 2 Walls
Communal social areas

Gradient - e : Gradient light effect




Stage 2 Custom builds Painting walls is a very cheap yet impactful way to get brand presence across
Communal social areas into our space.

1
Pink kitchen Tylko shelving system

i
Room dividers

Apply with ¢



Stage 2 Furniture
Communal social areas

Bold chair, Moustache Hay sofa (861red white)

Hay Chisel lounge chair




Stage 2 Furniture
Communal social areas

| - e

Inspirat